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Newspapers  from  coast  to  coast  struggle 
to  stay  above  wave  of  energy  deregulation 
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Gannett’s  Andrews  Heads 
With  Commitment  to  Exce 


APME 

Hence,  Credibility 


As  editor  of  Gannett  News  Service,  Caesar  Andrews  is 
committed  to  quality  journalism. 

Now,  as  the  newly  elected  president  of  the  Associated  Press 
Managing  Editors,  he  brings  that  same  commitment  and  passion 
for  journalism  to  APME. 

Among  his  goals  for  the  coming  year:  Help  editors  lead 
improved  news  coverage,  serve  increasingly  diverse  readers,  and 
identify  and  share  effective  ways  of  doing  their  jobs. 

“With  a  war  unlike  others,  a  troubled  economy  and  the 
ever-present  perceptions  that  the  news  media  have  too  many  weak 
ethical  links,  editors  need  all  the  tools  and  insights  they  can  get,” 
he  says.  “That’s  what  APME  must  offer.” 

Caesar  Andrews’  passion  for  journalism  has  been  honed  since  he 
first  began  as  a  reporter  at  a  Gannett  newspaper  in  Florida  in  1 979. 
He  rose  to  leadership  positions  in  both  small  and  larger  newspapers 
and  now  at  GNS.  He  embodies  credibility,  ethics  and  leadership. 

We  proudly  cheer  him  in  this  important  industry  role  and  know 
he  will  deliver  excellence  once  again. 
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LETTERS 


THE  SHAME  OF  IT  ALL 


A  “Hot  TVpe”  item  recently 
reported  on  columnist  Ellen 
Goodman’s  complaint  of  a 
double  standard  in  press  coverage  of 
the  Sept.  11  attacks  versus  the  ongoing 
violence  and  threats  against  abortion 
clinics  [“Homegrown  terror,”  Nov.  5, 
p.  25].  In  the  weeks  following  the 
attacks,  we  rejected  a  half-dozen  letters 
to  the  editor  that  equated  the  death  toll 
in  New  York  and  Washington  to  what 
the  letter  writers  believe  is  an  ongoing 
death  toll  from  terrorism  against  unborn 
babies  at  abortion  clinics. 

Although  this  newspaper  is  ardently 
pro-life,  we  rejected  the  letters  because 
it  would  be  insensitive  to  let  those 
writers  exploit  a  national  tragedy, 
especially  so  soon  after  it  occurred,  in 
making  a  political  point  unrelated  to  the 
tragedy.  Apparently,  Goodman  had  no 
such  scruples. 

Shame  on  E^P  for  failing  to  note  her 
political  leanings. 

J.E.  MC  REYNOLDS 

CHIEF  EDITORIAL  WRITER 
The  Oklahoman 
Oklahoma  City 

HEHE  TODAY,  HEHE  TOMORROW 

Dave  Astor  reports  that  comic 
strips  whose  creators  have  died 
are  still  popular  [“Creators  gone, 
but  client  lists  remain,”  Nov.  19,  p.  13].  I 
am  not  surprised.  Once  a  strong  cartoon 
is  created  —  whether  it  is  Homer  Simpson 
for  TV,  Snoopy  for  newspapers,  or 
Winnie-the-Pooh  for  books  —  the  imagi¬ 
nary  character  takes  on  a  life  of  its  own. 
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I’ll  bet  Mickey  Mouse  is  more 
i  popular  today  than  when  Walt  Disney 
;  was  alive.  There  really  is  something 
!  special  about  the  appeal  of  a  popular 
cartoon  character. 

RICHARD  S.  NEWCOMBE 
PRESIDENT  AND  CEO 
!  Creators  Syndicate 

Los  Angeles 

'  STRIKIHG  THE  RIGHT  CHORD 

COLUMNIST  Alicia  Mundy’s 
article  is  absolutely  correct 
[“The  American  way,”  Nov.  19,  p. 
16].  I  am  glad  to  see  her  make  the  point 
about  the  pundits  who  avoid  addressing 
the  oppression  of  Afghan  women  by 
Islamic  extremists.  It  is  unfortunate 
that  we  had  to  wait  for  her  to  stand  up 
for  this  issue. 

Where  are  the  mainstream  media?  To 
i  think  that  a  responsible  newspaper  such 
j  as  The  Wall  Street  Journal  would  allow  a 
I  piece  that  promotes  ignoring  the  abuse 
(and  worse)  of  women  —  because  to  pay 
attention  is  seen  as  a  barrier  to  “trade  as 
the  solution”  to  collaboration  with  the 
Islamic  extremists  —  is  disgusting. 

Well  done,  Alicia. 

IAN  MAC  GILLIVRAY 

Ames,  Iowa 

I 

I  Cl.ARIFIC.\TI()N 

:  Contrary  to  information  provided for 
the  story  “Moving  the  News,  Printing  the 
Times” (Wot).  5,  p.  22),  New  York  Times 
\  Co.  spokesman  Toby  Usnik  has  informed 
\  E&P,  “We  have  not  made  plans  to  print 
\  The  New  York  Times  at  the  new 
'  Tuscaloosa  [Ala.] print facility.” 


- ^  50  YEARS  AGO - 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


DEC.  15,  1951: 

A  newspaper  may  not  leplly  deny 
advertisers  the  use  of  its  columns 
as  a  means  to  force  them  to  stop 
purchasing  radio  time,  the  U.S. 
Supreme  Court  ruled  unanimously. 


with  two  abstentions,  in  a  case 
involving  the  Lorain  (Ohio)  Journal. 

Today's  advertising  dollar  buys 
less  than  it  did  10  years  ago,  but 
newspaper  cost  indices  compare 


favorably  with  other  national  media 
—  such  as  consumer  magazines, 
radio,  and  outdoor — according 
to  a  study  by  the  Chicago-based 
Needham,  Louis  &  Brorby  Inc. 
advertising  agency. 
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The  Wall  Street 
Journal  will 
introduce  a  fourth 
section,  “Personal 
Journal,”  on  April  9, 
when  color  on  the 
cover  makes  its  debut 
as  the  paper  presents 
its  first  major  Page 
One  redesign  since 
WoHd  War  11. 

The  new  thrice- 
weekly  section,  which 
will  feature  personal 
health,  investing, 
travel,  and  other 
news,  is  part  of  an 
effort  to  widen  the  ■ 
Journal’s  readership 
and  advertiser  base. 

The  changes  are 
made  possible  by  the 
coming  increase  in 
the  paper’s  page 
capacity  to  96  from 
80  pages  and  tripling 
of  its  color  capacity  to 
24  from  eight  pages. 

Separately,  parent 
Dow  Jones  &  Co.  Inc. 
said  that  rather  than 
sell  its  community 
newspaper  group, 
Ottaway  Newspapers 
Inc.,  as  some  have 
suggested,  it  will  add 
to  Ottaway  next  year 
through  acquisitions 
or  swaps. 

-  LUCIA  MOSES 


erties.”  The  company  faces  a  potential  “deeper  pit”  at 
its  San  Francisco  Chronicle,  however,  because  of  the 
plunging  Bay  Area  economy,  Morton  warned. 

Unlike  Bennack,  who  had  a  seven-year  tenure  as 
editor  and  publisher  of  the  now-defunct  San  Antonio 
Light,  Ganzi  has  not  worked  in  the  newspaper 
industry.  But  Jack  Sweeney,  president  and  publisher 
of  Hearst’s  largest  newspaper,  the  Houston  Chron¬ 
icle,  regards  this  as  a  plus  in  today’s  “multiplatform, 
content  business.”  Sweeney,  who  has  worked  closely 
with  Ganzi,  calls  him  a  real  “idea  guy”  with  a  “high 
energy  level”  who  not  only  knows  the  art  of  the  deal 
but  shows  real  savvy  in  the  all-important  area  of 
“linking  products.” 

Ganzi  is  hardly  a  newcomer  to 
the  company,  and  has  been  W 
groomed  for  the  succession  for 
several  years.  He  did  company 
work  as  a  lawyer  starting  in  ^ 

1970,  and  since  1990  he 

has  served  successively  as  J  aT 

general  counsel,  chief  J 

financial  and  legal  f  .  IL 

officer,  and  execu- 

tive  vice  president  v  j^r  m 

and  chief  oper-  V  w 

ating  officer,  k 


Frank  A.  Bennack  Jr.,  who’s  served 
in  the  top  spot  since  1979,  says 
he  plans  to  retire  on  May  31 


BY  GREG  MITCHELL 


How  DO  YOU  SUCCEED  THE  MAN  WHO 

brought  William  Randolph  Hearst’s  empire 
into  the  multimedia  age?  Victor  F.  Ganzi 
will  walk  in  huge  footsteps  w'hen  he  takes  over  from 
Frank  A.  Bennack  Jr.  as  Hearst  Corp.  CEO  and 
president  June  1.  Bennack,  68,  has  helmed  Hearst 
for  23  years,  the  longest  run  at  the  top  since  that  of 

vspaper  analyst  John  Morton 
lorton  Research  in  Silver 
ng,  Md.,  expects  few  changes 
1  Ganzi,  now  Hearst’s  chief 
ating  officer,  because  Ben- 
established  such  a  strong 
,  corporate  culture  and 

put  Hearst  “on  a 
sound  and  prof- 
^  itable  footing,” 

with  “no  prob- 
lem 


CEO  and  President 
Frank  A.  Bennack  Jr. 
(left)  has  skippered 
the  Hearst  C^.  for 
23  years.  Next  June, 
Chief  Operating  Officer 
Victor  F.  Ganzi  will 
k.  take  the  helm, 
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WOB  SEEKS 
DOJBESPONSE 

The  U.S.  Depart¬ 
ment  of  Justice 
has  yet  to  adequately 
explain  why  it  issued 
a  subpoena  early  this 
year  for  the  home 
telephone  records 
of  Associated  Press 
reporter  John 
Solomon,  according 
to  Sen.  Charles 
Grassley,  R-  Iowa. 

Grassley  sent  a 
letter  Thursday  to 
Deputy  Attorney 
General  Larry  Thomp¬ 
son  asking  the  Justice 
Department  to 
“revisit”  its  earlier 
responses  to  Grass- 
ley’s  queries.  The 
senator  set  a  Jan. 

8  deadline  for 
answering  the 
questions. 

-TODD  SHIELDS 

NYTDTREIICH' 

S'EREQUENCY' 

Sellers  of  online 
advertising  have 
-typically  talked  about  . 
“clicks”  and  “page 
views,”  but  New 
York  Times  Digital 
(NYTD)  is  now 
talking  “reach”  and 
“frequency”  —  terms 
usually  applied  to  TV 
and  print  advertising. 

The  Internet  division 
of  the  New  York  Times 
Co.  recently  launched 
“suntMjnd  sessions,” 
allowing  advertisers 
to  reach  readers  over 
an  extended  online 
visit.  The  sessions 
“will  change  the  way 
we  think  about  inter¬ 
active  advertising, 
moving  the  basic 
measure  from  impres¬ 
sion  to  session,”  said 
Vi  r-i  U 


I  privately  owned  —  except  for  Hearst-Argyle  Televi-  j 
I  sion  Inc.,  one  of  Bennack’s  prime  projects,  which  is  | 

I  publicly  traded  on  the  New  York  Stock  Exchange.  I  j 
i  Bennack  is  widely  credited  with  forcing  the  Hearst  | 
j  family  into  business  decisions  that  have  made  the  j ! 
j  company  a  true  conglomerate  with  global  reach  —  no  1 1 
!  easy  task  for  a  nonfamily  member.  i  i 

If  the  current  economic  slump  lasts  beyond  June,  j  i 
;  Ganzi  (like  most  other  CEOs)  will  face  many  chal-  |  j 
j  lenges,  analyst  Morton  said.  Hearst  is  generally  not  J  | 

i  known  for  cutting  staff,  which  could  make  it  “harder  |  j 

I  to  deal  with  recession”  than  others,  Morton  added.  ! 
(Of  course,  there  have  been  cuts  in  staff  recently  j 
at  the  company’s  San  Francisco  Chronicle,  San  jj 
Antonio  Express-News,  and  Houston  Chronicle.)  \  \ 

In  a  statement,  George  R.  Hearst  Jr.,  chairman  of  j  ] 
the  Hearst  board,  said  that  Ganzi  is  “fully  prepared  | 

I  for  the  role  he  will  assume  next  June  and  will,  I  j 
i  know,  make  all  of  us  proud  of  the  achievements 
i  of  the  company  under  his  future  management.” 
j  Ganzi  said  he  was  “humbled  and  energized  by  the 
'  opportunity.”  11 


Eveiy  cloud  has  a  silver  lining? 


BY  LUCIA  MOSES 

The  collapse  of 

Enron  Corp.  may  ' 
give  newspaper  i 
companies  a  chance  to 
make  an  end  run  around  i 
debts  to  the  fallen  giant. 
While  many  of  its  cus¬ 
tomers  and  lenders  have 
been  left  holding  the 
bag,  a  number  of  news¬ 
paper  groups  that  owe 
money  to  Enron  hope 
the  enei^-and-trading 
company’s  downfall 
could  offer  a  way  out  of 
their  contracts. 

Media  General  Inc. 
tore  up  its  newsprint  ! 

financial  hedge  contract  j 
with  Enron  Nov.  28,  ! 

while  other  swap  cus-  I 

tomers,  including  the 
Tribune  Co.,  the  New' 

York  Times  Co.,  and  Me- 
diaNews  Group  Inc.,  are  i 
exploring  their  options. 

An  Enron  spokes-  ! 

woman  wouldn’t  com¬ 
ment  last  week  on  any 
company  contracts.  She 


www.edltorandpublisher.com 


said  Enron  is  still  oper¬ 
ating,  although  it  is  eval¬ 
uating  all  its  businesses. 

It’s  uncertain  what 
impact  Enron’s  collapse 
will  have  on  newspapers’ 
interest  in  swaps. 

“Even  though 

it’s  something  j _ 

that’s  been  around  1 

several  years,  it’s  | 

something  new,  i 

and  there’s  still  a 
level  of  suspicion 
about  it,”  said  Gary 
Helik,  director  of 
the  North  America 
pulp  and  paper  divi¬ 
sion  for  Tradition 
Financial  Services 
Inc.,  a  swap  maker. 

Enron  expanded 
its  risk-management 
tools  to  newsprint  in 
1997,  offering  financial 
hedges  to  protect  news¬ 
papers  from  swings  in 
the  price  of  paper  — 


on  average.  Enron  and 
the  company  agree  on  a 
specified  newsprint 
volume  at  a  specified 
unit  price,  and  when 
newsprint  prices  rise 
above  the  agreed-on 


-•I 


We  love  paperwork. 


companies  now  owe 
money  to  Enron. 

The  advertising  slump 
has  curtailed  demand  for 
newsprint,  causing 
paper  prices  to  drop 
nearly  23%  this  year,  to 
below  $500  a  metric 
ton  this  summer. 

Media  General  said 
it  would  have  owed 
Enron  $11.7  million 
next  year,  which 
would  have  cost  the 
company  25  cents  in 
projected  2002  earn¬ 
ings  per  share.  Media 
General  said  Enron 
can  no  longer  fulfill 
the  contract,  which 
entitled  Media 
General  to  cancel  it. 

Other  Enron 
customers  weren’t 


their  largest  cost  outside 
of  payroll  —  represent¬ 
ing  about  20%  of  costs. 


Enron’s  paperwork  before  bankruptcy 

i  price,  Enron  pays  the  |  so  sure.  Charles  W, 
;  customer  the  difference. 

Since  prices  have  fallen 
I  further  than  expected 
I  when  many  contracts 
j  were  signed,  however, 

I  several  newspaper 


Gibney,  chief  financial 
officer  of  the  North 
Jersey  Media  Group 
Inc.,  parent  of  The 
Record  in  Hackensack, 

N  J.,  which  hedges  about 


as  well  as  a  director.  Ganzi,  54,  is  a  native  New  York¬ 
er,  and  for  75  years  his  family  has  had  50%  owner¬ 
ship  in  the  company  that  owns  Palm  Restaurants 
throughout  the  United  States.  He  also  serves  on  the 
boards  of  ESPN  and  the  PGA  Tour. 

“Everyone  hates  to  see  Frank  leave,”  Sweeney 
said,  “but  the  change  in  leadership  will  go  smoothly 
because  Vic  has  been  in  the  middle  of  everything.” 

Ganzi  has  a  tough  act  to  follow,  however.  Under 
Bennack,  the  company  grew  earnings  to  13  times 
what  they  had  been,  and  increased  revenue  seven¬ 
fold,  to  $3.4  billion  in  sales  in  fiscal  2000,  accord¬ 
ing  to  Hearst.  He  brought  Hearst  back  to  a  strong 
position  in  newspaper  publishing,  closing  or  selling 
shaky  properties  and  purchasing  10  of  its  12  papers, 
including  the  San  Francisco  Chronicle  (for  $660 
million  last  year)  and  the  Houston  Chronicle. 
Hearst  also  bought  book  publishers,  magazines, 
and  TV  stations.  In  addition,  it  launched  the  cable 
TV  networks  A&E,  The  History  Channel,  and  Life¬ 
time.  Today  the  company  has  about  20,000  em¬ 
ployees  in  more  than  100  countries.  It  remains 
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35%  of  its  newsprint 
with  Enron,  said  Enron 
continues  to  operate, 
which  suggests  the 
contracts  remain  valid. 

Enron  also  sells 
newsprint  through  its 
two  mills  and  trades 
newsprint  in  the  spot 
market  over  the  Web. 

Industry  experts 


estimate  that  a  relatively 
small  amount  of  the 
roughly  10.5-million- 
ton-newsprint  market  in 
the  United  States  is 
hedged.  MediaNews,  the 
No.  7  newspaper  group 
by  circulation  and  one  of 
the  most  active  hedgers, 
has  about  30%  of  its 
tonnage  hedged.  Media 


General  had  all  its 
newsprint  hedged,  a 
condition  of  its  sale  of 
the  Garden  State  Paper 
Co.  mill  to  Enron.  Those 
companies  seem  to  be 
more  the  exception  than 
the  rule,  though.  The  top 
four  publicly  owned 
newspaper  groups  said 
they  have  either  little  or 


no  newsprint  hedged. 

North  Jersey  Media 
Group,  for  one,  will  be 
more  careful  in  the 
future  about  checking 
a  potential  swap  part¬ 
ner’s  creditworthiness, 
said  Gibney,  who 
added,  “It  creates  a 
whole  new  level  of 
review  on  our  part.”  [1 


Help  wanted  (in  Classified  sales) 


NAA  reports  the  recruitment  category 
fell  3(3%  in  the  first  three  quarters 

BY  LUCIA  MOSES 

WITH  NEWSPAPERS  SUFFERING  FROM 

what  observers  call  the  worst  advertising 
climate  since  World  War  II,  one  could 
have  gotten  dizz>'  from  the  spin  at  two  annual  investor 
conferences  in  New  York  last  week.  Some  company 
executives,  in  a  departure  from  their  usual  display  of 
fraternity,  used  slides  to  pound  home  the  point  that 
no  matter  how  rotten  their  results  have  been,  many  of 
their  peers  are  doing  even  worse.  Others  presented 
2002  earnings  estimates  that  were  lifted  with  the  help 
of  new  accounting  rules  regarding  acquisitions,  a 
change  analysts  say  actually  has  no  impact  on  a  com¬ 
pany’s  value.  '  'k 

Still,  no  one  de- 

nied  that  the  ad  en-  _  n 

vironment  is,  as 

Co.  Chairman  and  V 

CEO  Donald  E.  Gra- 

dreadful.”  Newspa¬ 
per  ad  spending  was  down  7-8%  for  the  first  nine 
months  of  the  year,  according  to  the  Newspaper  As¬ 
sociation  of  America  (NAA).  While  forecasters  expect 
better  days  for  newspaper  ad  revenue  in  2002,  growth 
is  expected  to  be  modest  at  best:  2ienith  Optimedia 
CEO  John  Perriss  predicted  a  4%  decrease;  the  Barry 
Group’s  Miles  E.  Groves  predicted  a  2.3%  increase. 

Of  chief  concern  to  newspapers  is  their  large  and 
highly  profitable  help-wanted  print  classified  adver¬ 
tising  category,  which  sank  30%,  to  $4.4  billion,  in 
the  first  nine  months  of  the  year,  the  NAA  reported. 

Confusing  matters  is  that  the  industry  help-wanted 
ad  figures  are  down  from  a  high  that  was  pumped  up 
by  ads  from  the  fleeting  dot-com  industry. 

“All  of  this  stuff  is  very  clouded  right  now  because 
we’re  going  through  the  downside  of  dot-com  falloff,” 


said  Thomas  Russo,  an  investor  in  new  spaper  com¬ 
panies  who  attended  the  company  presentations. 

Newspaper  publishers  are  sticking  to  their  belief 
that  despite  the  growth  of  online  job  sites,  recruit¬ 
ment  will  bounce  back  when  the  economy  improves, 
as  it  historically  has.  But  even  the  relatively  optimistic 
Groves  said,  “I  don’t  think  itll  ever  be  as  robust  in  the 
next  five  years  as  it  w'as  in  the  last  five  years.” 

While  maintaining  that  newspapers  are  essential  to 
employment  advertising  because  most  hiring  is  done 
locally,  publishers  have  formed  national  networks  in 
response  to  the  proliferation  of  online  job  sites,  most 
notably  market-leading  Monster.com.  Knight  Bidder 
and  the  Tribune  Co.  said  their  co-owned  recruitment 
Web  site  CareerBuilder  Inc.  is  gaining  on  Monster, 
and  they  intend  to  overtake  it.  “When  you  cut  through 
all  the  rhetoric.  Monster  is  a  national  job  board,  plain 
and  simple,”  asserted 
Tribune  CEO  John 
W.  Madigan. 

Monster  CEO  Jeff 
Taylor,  meanwhile, 
predicted  that  more 
and  more  hiring  will 
—  JOHN  W.  MADIGAN  migrate  to  the  Web 
Tribune  Co.  JqJj  seekers  in¬ 
creasingly  post  their  resumes  on  sites  such  as  Mon¬ 
ster.  “We  are  actually  very  strong  in  300  markets,” 
Taylor  said  at  one  of  the  conferences. 

Continued  cost-cutting  and  low  newsprint  prices 
should  help  newspapers  offset  weak  ad  revenue  next 
year.  On  top  of  this  year’s  cuts,  companies  said  they 
would  continue  to  keep  a  lid  on  spending  next  year, 
with  Gannett  Co.  Inc.,  Knight  Bidder,  and  Tribune 
pledging  more  head-count  reductions  in  2002. 

The  economic  uncertainty  has  touched  all  areas  of 
operations.  Most  publishers  have  stretched  out  the 
completion  of  their  2002  budget  processes,  while 
Gannett  switched  from  an  annual  to  a  semiannual 
budget  process.  Explained  CEO  Douglas  H.  Mc- 
Corkindale,  “We  don’t  believe  it  makes  sense  for  our 
managers  to  plan  more  than  six  months  out.”  II 


When  you  cut  through 
all  the  rhetoric, 
Monster  is  a  national 
job  hoard,  plain  and 
simple.” 


NYTD  CEO  Martin 
Nisenholtz. 

The  format  gives 
advertisers  exclusive 
positions  on  muitipie 
Web  pages  so  that 
readers  are  “followed” 
as  they  navigate  The 
New  York  Times  on 
the  Web. 

-  CARL  SULLIVAN 

‘PROJO'TOCUT 
eo  VIA  BUYOUT 

The  Providence 
(R.l.)  Journal  will 
cut  90  jobs  through 
a  voluntary  buyout 
program  offered  to 
180  employees  in 
response  to  the 
advertising  recession, 
Reuters  reported. 

The  JoumaPs 
parent,  Belo,  said  last 
week  it  expects  a 
percentage  decline  in 
newspaper  revenue  in 
the  mid-teens  and  a 
loss  of  3  to  4  cents 
per  share  in  the 
fourth  quarter. 

-  LUCIA  MOSES 

USATOOAY' 
Fin  VETS 

Gannett  Co. 

Inc.’s  USA 

Today  fired  three  jour¬ 
nalists  for  using  their 
fingertips  to  scrawl 
“Kilroy  was  here”  and 
one  worker’s  name  in 
a  layer  of  unsealed 
pigment  on  a  sculp¬ 
ture  at  headquarters 
in  McLean,  Va. 

Out  of  work  are 
Sports  Special  Pro¬ 
jects  Editor  Denise 
Tom,  49,  a  26-year 
Gannett  employee; 
sportswriter  Karen 
Allen,  48,  a  25-year 
'  Gannett  veteran;  and 
database  editor 
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Cheryl  Phillips,  39,  a 
two-year  Gannett 
worker. 

On  Nov.  27,  the 
women  visited  the 
large  blue-ball  sculp¬ 
ture  near  the  offices 
of  Gannett  Chairman 
and  CEO  Douglas  H. 
McCorfcindale  and 
USA  Today  President 
and  Publisher  Tom 
Curley.  The  women 
touched  the  surface, 
security  video  caught 
the  whole  thing,  and 
on  Dec.  3  the  trio  was 
terminated.  They 
since  have  met  with 
an  attorney  to  plan  a 
response,  according  to 
The  Washington  Post. 

-  TODD  SHIELDS 


JANUARY 
n  11  NlCARBoot 
U  1 1  Camp,  National 
Institute  for  Computer- 
Assisted  Reporting  and 
Investigative  Reporters 
and  Editors,  Missouri  OH  IRE  Regional 

School  of  Journalism,  LU  Conference, 

Columbia,  Mo.  Investigative  Reporters 

and  Editors,  National 

MNAA  Press  Club,  Washington 

Operations 

SuperConference,  FEBRUARY 

Newspaper  Association  0  Q  E&P’s  13th 

of  America,  Hyatt  D  0  Annual 

Regency  Phoenix  at  Interactive  News- 

Civic  Plaza,  Phoenix  papers  Conference  & 

Trade  Show,  Adweek 
in  IQ  SEJ  Boston-  Conferences,  San  Jose 

ID  ID  to-Baltimore  Convention  Center, 

Regional  Briefing,  San  Jose,  Calif. 

Society  of  Environ- 

mentcd  Jounalists,  01  07  Inland  Key 

Rutgers  University,  Ur  L\  Executives 

Piscataway,  N.J.  Conference,  Inland 

Press  Association,  The 
Registrv’  Resort  Hotel, 
Naples,  Fla. 


Emerald  Pointe 
Resort  &  Conference 
Center,  Lake  Lanier 
Islands,  Ga. 


Conference, 
Newspaper  Association 
of  America,  San  Diego 
Marriott  Hotel  & 
Marina,  San  Diego 


on  q  Acp 

lO  0  National 
College  Newspaper 
Convention,  Asso¬ 
ciated  Collegiate  Press, 
Hyatt  Regency  Los 
Angeles,  Los  Angeles 


on  oq  NNA4ist 

LU  LU  Government 
Affairs  Conference, 
National  Newspaper 
Association,  Hyatt 
Regency  Capitol  Hill, 
Washington 


MARCH 

M  National 
Computer- 
Assisted  Reporting 
Conference, 
Investigative 
Reporters  and  Editors, 
National  Institute 
for  Computer- Assisted 
Reporting,  and 
The  Philadelphia 
Inquirer,  DoublelVee 
Hotel,  Philadelphia 


APRIL 

Msabew 

Annual 

Convention, 

Society  of  American 
Business  Editors 
and  Writers,  Pointe 
Hilton  Tapatio  Cliffs 
Resort,  Phoenbe 


17  IQ  Mid- Atlantic 
ll“lu  NAME  March 
Conference,  Mid- 
Atlantic  Newspaper 
Advertising  and 
Marketing  Executives, 


NOTE:  To  list  events, 
please  e-mail  to 
calendar  @editorand 
publisher.com  or fojc 
to  (646)  654-5370. 


NAA 

Marketing 


Proving  that 

economic  down¬ 
turns  can  create  unex¬ 
pected  partnerships, 
rivals  Dow  Jones  & 

Co.  Inc.  and  the  New  . 
York  Times  Co.  have 
developed  a  single 
online  employment 
advertising  form  for 
The  Wall  Street  Jour¬ 
nals  CareerJoumal- 
.com,  The  Boston 
Globe’s  Boston- 
Works.com,  and  The 
New  York  Times  on 
the  Web. 

Instead  of  visiting 
each  Web  site  to  place 
a  recruitment  ad,  an 
advertiser  can  get  one- 
stop  service.  All  three 
sites  use  CareerCast 
as  the  vendor  for  their 
listing  technology, 
which  should  ease 
plans  for  expansion  of 
the  network  next  year. 
No  discount  is  offered 
for  using  the  one-stop 
service. 

-  WAYNE  ROBINS 


After  visa  renewal  is  refused 


newspapers  that  it 
would  rid  the  country  of 
Indian  journalists  or 
those  with  familial  ties 
to  India  because  their 
backgrounds  would 
result  in  anti-Pakistan 
news  dispatches. 

“The  government 
took  this  decision  after 
watching  the  unabated 
and  atrocious  campaign 
against  Pakistan  in  the 
wake  of  the  terror  attack 
in  the  U.S.,”  wrote  The 
News  International,  an 
English-language  daily 
newspaper  in  Karachi. 

Bennett  said  that 
the  Pakistani  govern¬ 
ment  denied  that 
Chandrasekaran’s  family 


background  —  his 
American  parents  were 
bom  in  India  -  had 
anything  to  do  with  his 
visa  being  denied. 

The  Committee  to 
Protect  Journalists  (CPJ) 
wrote  an  Oct.  29  letter  to 
Musharraf  protesting 
the  policy 

after  Pakistan  refused  to 
renew  the  visa  of  Aditya 
Sinha,  a  reporter  for  The 
Hindustan  Times  in 
New  Delhi.  Wrote  CPJ 
Executive  Director  Ann 
K.  Cooper,  “This 
restrictive  policy  has 
seriously  impeded  the 
Indian  press,  as  well  as 
international  media 
companies.”  3 


BY  ALLAN  WOLPER 

The  Pakistani 
government  last 
week  refused  to 
renew  the  visa  of  Rajiv 
Chandrasekaran  —  the 
American-bom  South¬ 
east  Asia  bureau  chief  of 
The  Washington  Post  — 
apparently  because  his 
family  is  from  India. 

“The  Pakistani 
government  said  the 
visa  wasn’t  renewed  for 
security  implications,” 
said  Phil  Bennett,  the 
Posis  assistant  manag¬ 
ing  editor  for  foreign 
news.  “We  have  been 


unsuccessful  to  get  them 
to  explain  what  security 
implications  they  are 
talking  about.” 

Chandrasekaran  has 
returned  to  his  office  in 
Jakarta,  Indonesia, 
while  the  Post  lobbies 
the  Pakistani  govern¬ 
ment  to  renew  his  visa. 
“What  we  want  to  do 
is  to  be  able  to  report 
as  freely  as  possible 
using  one  of  our  best 
reporters,”  Bennett  said. 

After  Sept.  11, 
President  Gen.  Pervez 
MusharraT s  government 
informed  the  country’s 
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CALIFORNIA 
Nick  Baptista  to  general  manager  of  the 
weekly  Calaveras  Enterprise  in  San 
Andreas  from  executive  editor. 


CONNECTICUT 
Michael  R  Fay  to  circulation  director  at 
the  Connecticut  Post  in  Bridgeport  from 
circulation  director  of  The  Trentonian 
in  Trenton,  N.J. 


BY  JAMIE  SANTO 


NEWSPEOPLE®  EDITORANDPUBLISHER.COM 

DISTRICT  OF  COLUMBIA 

Donald  E.  Graham 

Donald  Graham,  56,  chairman  and  CEO 

N 

of  the  Washington  Post  Co.,  has  been 
named  co-chairman  of  the  International 
Herald  Tribune.  The  position  had  been 
occupied  since  19 66  by  his  mother, 
Katharine  Graham,  who  died  in  July  at 
the  age  of  84.  Graham  joins  Co-chairman 
Arthur  O.  Sulzberger,  retired  publisher 
of  The  New  York  Times  and  retired  CEO  of  the  New  York  Times 
Co.  The  International  Herald  Tribune,  edited  in  Paris  and 
printed  at  24  sites  throughout  the  world,  is  jointly  owned  by  the 
Post  Co.  and  the  Times  Co. 


ILLINOIS 

Greg  Rivara  to  managing  editor  of 
the  Kane  County  Chronicle  in  Geneva 
from  news  editor  at  The  Northwest 
Herald  in  Crystal  Lake.  Rivara  succeeds 
Editor  David  Heun. 


KENTUCKY 
Mark  McKee  to  general  manager  and 
advertising  manager  of  the  weekly  News- 
Democrat  in  Carrollton  from  general 
manager  and  advertising  manager  of  the 
weekly  Riverland  News  in  Dennellon,  Fla. 


MICHIGAN 
Sandra  D.  Recor  to  controller  of  the 
Times  Herald  in  Port  Huron  from 
exeeutive  assistant  to  the  vice  president 
of  circulation  at  Detroit  Newspapers,  the 
joint-operating  agency  of  The  Detroit 
News  and  the  Detroit  Free  Press. 

Katherine  S.  Haddad  to  director  of  market 
development  from  director  of  online 
operations.  Haddad,  who  will  continue 
to  manage  online  operations,  succeeds 
Nancy  Jo  Trafton,  now  market-development 
director  at  the  Journal  and  Courier  in 
Lafayette,  Ind. 


NEW  YORK 

Dave  Kansas  to  deputy  managing  editor 
at  The  Wall  Street  Journal  Online. 
Kansas  was  previously  editor  in  chief  and 
chief  strategic  officer  ofTheStreet.com 
in  New  York. 


FLORIDA 

^  ■  Humberto 

Gastello 

^  to  executive  edi- 

tor  of  El  Nuevo 
^  Herald  in  Mia¬ 

mi,  a  Spanish-language  daily, 
from  managing  editor.  Castello 
succeeds  retiring  Editor  and 
Publisher  Carlos  Castaneda. 


MISSOURI 

Paul  Sturm  to  sports  editor  at  the  Con¬ 
stitution-Tribune  in  Chillicothe  from  city 
editor.  Sturm  succeeds  the  late  Bob  Carter. 


Chad  Beatty  to  publisher  of  The  Saratogian 
in  Saratoga  Springs  from  publisher 
of  The  Phoenix  in  Phoenixville,  Pa., 
effective  Jan.  1.  Beatty'  will  succeed 
Kevin  Haezebroeck,  now  publisher  of 
The  Morning  Journal  in  Lorain,  Ohio. 


f.  CONNECTICUT 

)  to  editor  of  the 
^  Connecticut  Post 
■  in  Bridgeport 
from  editor  of  The  Express- 
Times  in  Easton,  Pa.  Keegan 
succeeds  Richard  J.  Sayers, 
now  executive  editor  of  the  Erie 
(Pa.)  Times-News. 


NORTH  CAROLINA 
David  King  to  publisher  of  The  Hickory 
Daily  Record  from  regional  marketing 
director  for  parent  Media  General  Inc.’s 
North  Carolina  Community  Newspapers 
Group  in  Hickory. 


TEXAS 

Kathleen  A.  Cholette  to  vice  president  for  tax 
at  Belo  in  Dallas  from  director  of  tax. 


VIRGINIA 

Jeff  Bergin  to  director  of  advertising  for 
Gannett  Co.  Inc.’s  Newspaper  Division 
from  display  advertising  manager  at  The 
News-Press  in  Fort  Myers,  Fla.,  effective 
Jan.  1.  He  will  succeed  Susan  Linsey,  now 
a  regional  vice  president  of  advertising. 


SOUTH  CAROLINA 
Denney  Clements  to  editorial  page  editor 
for  The  Sun  News  in  Myrtle  Beach  from 
opinion  page  editor  at  the  Press  Journal 
in  Vero  Beaeh,  Fla.,  effective  in  January. 
Clements  will  succeed  Jerry  Ausband, 
who  retired  in  June. 
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Newspaper  compromises  on  news  racks  yield  predictable  result: 
City  mayors  demand  more  control  of  circulation  ways  and  means 


AVE  A  MAYOR  TRY  TO  HIDE 

some  public  document,  and 
watch  how  furiously  the 
local  daily  newspaper  will 
fight  to  get  hold  of  it.  Have  a  mayor  take 
a  contrary  position  to  the  paper  on  some 
civic  project,  and  watch  the  editorial 
page  breathe  fire  against  this  malefactor 
feeding  at  the  public  trough. 

Ah,  but  have  a  mayor  start  throwing 
a  newspaper’s  honor  boxes  off  a  well- 
traveled  thoroughfare  or  demand  the 
right  to  herd  the  paper  into  gang  racks 
with  its  competitors  —  and 
then  watch  as  dailies  go 
into  Uriah  Heep  mode, 
bowing  and  scraping  and 
ever  ready  to  find  some 
way  to  accommodate  His 
Lordship’s  desire.  Papers 
don’t  do  that  at  first,  of 
course.  Then,  they  make  a 
lot  of  noise  about  the  First 
Amendment,  and  they  may 
even  take  the  city  into  court. 

After  long  experience,  though,  mayors 
know  not  to  take  seriously  the  news¬ 
paper’s  initial  starch.  They  know  that, 
soon  enough,  the  dailies  especially  will 
twist  themselves  into  Mobius  strips  to  be 
“reasonable.”  Mayors  know  —  it’s  as  if 
they  learn  it  at  Mayors  School  —  that 
soon  enough  newspaper  boxes  will  be 
gone  from  most  of  the  comers  they  want 
empty.  They  know  that  multiple-title 
racks  will  soon  be,  if  not  all  over  town, 
then  at  least  in  the  best  parts  of  town. 
And  while  newspapers  stew,  very 
privately,  about  lost  sales,  the  city  fathers 
bank  the  lucrative  take  from  “street 
furniture”  vendors  eager  to  split 
advertising  fees  with  the  municipality. 


No  good  can 
come  of  letting 
municipal 
officials  decide 
where  and  how 
to  sell  papers. 


OABP.#M 


Boston  plays  the  game  particularly 
well.  An  architectural  committee, 
whose  members  are  appointed  by 
the  mayor,  recently  banned  all  news 
boxes  from  the  Back  Bay  neighborhood, 
in  a  virtual  replay  of  a  similar  prohibition 
by  self-regarding  and  self-appointed 
protectors  of  the  Beacon  Hill  neighbor¬ 
hood.  It’s  probably  no  coincidence  that 
something  else  is  afoot  in  Boston:  The 
city  has  a  contract  with  a  street-furniture 
vendor,  Wall  Inc.,  that  includes  news 
racks  with  advertising. 

A  lawsuit  has  been  filed 
to  overturn  the  Back  Bay 
ban,  but  neither  of  the 
city’s  two  dailies  are  party 
to  it.  Instead,  this  lonely 
fight  has  been  left  to  an 
assortment  of  alternative 
newspapers  and  ad  books, 
led  by  a  semiweekly  called 
Editorial  Humor  and 
including  something 
called  Boston’s  Weekly  Dig. 

We  wish  them  every  success.  But  we 
wish  just  as  fervently  that  their  more 
prosperous  industry  colleagues,  the 
dailies  and  the  general-interest  weeklies, 
would  stop  being  so  “reasonable”—  and 
realize  that  no  good  can  come  of  letting 
municipal  officials  decide  where  and  how 
newspapers  can  sell  their  product. 

Way  back  in  1878,  the  U.S.  Supreme 
Court  declared  that  “liberty  of  circulating 
is  as  essential  to  [freedom  of  expression] 
as  liberty  of  publishing;  indeed,  without 
the  circulation,  the  publication  would  be 
of  little  value.”  It  is  a  shame  that  the 
newspapers  that  have  so  long  served  this 
historic  Boston  neighborhood  are  willing 
to  cede  that  liberty  so  lightly. 
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POWER  PLAY 


As  energy  gets  more  expensive  -  and  less 
reliable  -  many  papers  look  for  savings 
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PAMARCO 

irc»4N0IO(JIV  INL. 


com-pat-i-bil-i-ty 

noun:  capable  of  existing  together  in  harmony 


DGM  is  here  to  support  you 
with  Parts,  Service  and  Add-On 
I-  Printing  Units  compatible  to  Goss  Comm  unity 
^  and  Goss  Urban ite'*''^.  Single  width  technology  is 
p  our  specialty  -  24  hour  emergency  service  is  what 
sets  us  apart.  Call  or  log  on  today  to  see  the 
_ DGM  difference  for  yourself. 


DQM  430 


DQM  850 


DQM  Parts 


DQM  Service 


Single  Width  Technology  For  The  Future. 


Dauphin  Gpaphic  Machines,  hic. 

wvm) .  dauphingraphic .  com 


A  Pamaro) 'MwiotogiK  Companir 


P.  0.  Box  573,  Elizabethville,  PA  17023  800.DGM.6119  717.362.32A3  Fax:  800.6A8.0213  or  717.362.4165 


EQUIPMENT 

prepress 

UNISYS  CORP. 

Blue  Bell,  Pa. 

Signed  a  multimillion-dollar  editorial- 
systems  agreement  with  the  Denver 
Newspaper  Agency  to  provide  the  Rocky 
Mountain  News  and  The  Denver  Post  with 
the  ability  to  edit  closer  to  deadline, 
improving  timeli¬ 
ness  of  coverage 
and  stalf  control 
over  content  and 
page  layout,  includ¬ 
ing  zoning  capabili¬ 
ties  to  manage  local 
stories  for  multiple 
editions.  Replacing 
the  News'  Atex 
system  and  Posts 
SI  I  system,  the  new 
system  will  use  one 
server  cluster  to 
support  175  seats 
at  each  newspaper 
with  News  Con¬ 
tent  Manager- 
Hermes  for  editorial  and  pagination,  and 
News  Gathering  Manager  for  wire  services 
and  remote  communications  management. 
Unisys  will  provide  integration  and  support 
services,  backup,  testing,  and  development 
capabilities.  Implementation,  begun 
simultaneously  at  both  papers,  is  expected 
to  be  completed  next  year. 

Unisys  also  announced  work  with 
Adobe  Systems  Inc.  to  extend  its  publishing 
solutions  to  additional  media  markets, 
beginning  with  the  integration  of  InDesign 
software  into  the  latest  release  of  Unisys 
e-@ction  editorial  solutions  and  continu¬ 
ing  to  incorporate  other  Adobe  technolo¬ 
gies,  such  as  XMP  (extensible  metadata 
platform),  which  provides  a  common 
framework  that  standardizes  creation, 
processing,  and  interchange  of  descriptive 
information  about  a  documents  data 
elements  across  publishing  work  flows. 

output 

CREO  PRODUCTS  INC. 

Vancouver,  British  Columbia 
Will  consolidate  all  activities  and 
businesses  under  the  Creo  brand  name 
and  ask  shareholders  to  approve  changing 
the  company  name  to  Creo  Inc.  While  the 


j  CreoScitex  name  (created  after  last  year’s 
j  integration  of  Scitex  Corp.  prepress  assets) 
used  in  graphic  arts-related  business  will  be 
phased  out,  the  company  said  the  change 
will  not  affect  the  product  line  or  agree¬ 
ments  with  customers,  investors,  partners, 
and  suppliers.  Creo  shares  will  still  trade  on 
the  Nasdaq  and  Toronto  stock  exchanges. 

Other  recent  changes  have  included  a  5% 
work-force  reduction  and  consolidation  of 
North  American  manufacturing  that  will 
move  the  Iris  Graphics  subsidiaiy’s  produc¬ 
tion,  customer  support,  and  engineering 
from  Billerica, 
Mass.,  to  Van¬ 
couver.  Research 
and  development 
of  new  continu¬ 
ous  ink-jet  proof¬ 
ing  systems  and 
the  manufacture 
of  specialized 
ink-jet  compo¬ 
nents  will  remain 
in  the  Boston 
area,  as  will  the 
sales  and  distri¬ 
bution  center. 

Creo’s  sales  for 
the  year  ended 
Sept.  30  were  its 
largest  ever,  according  to  CEO  Amos 
Michelson.  Primarily  a  result  of  the  Scitex 
acquisition,  its  revenue  of  $656.5  million 
represented  an  increase  of  45%  over  the 
previous  year.  Fourth-quarter  revenue  was 
$143.2  million,  compai^  with  $173.3 
million  a  year  earlier,  and  the  adjusted  loss 
for  the  fourth  quarter  was  $5.7  million, 
compared  with  adjusted  earnings  of  $16.0 
million  for  the  same  period  in  2000.  Citing 
a  strong  product  line  and  “recurring 
revenue  from  service  and  consumables,” 
Michelson  said,  “We  continue  to  be  in  a 
good  position  to  weather  this  downturn.” 

Creo  is  rolling  out  entry-level  computer- 
to-plate  (CTP)  solutions  for  midsize  and 
smaller  printers.  Networked  Graphic 
Production  (using  Creo  products  to  link 
production  and  business  systems,  from 
desktop  production  to  delivered  products), 
and  consumables  partnerships  that  bundle 
equipment  and  consumables:  Western 
Lithotech  and  Spectratech  International 
thermal  plates;  Glunz  &  Jensen  plate  and 
film  processors  (and  Camfeldt  America 
processors  with  Dolev  imagesetters); 
DuPont  WaterProof  Thermal  Halftone 
proofing  media  for  CreoScitex  CTP  proof¬ 
ing  systems  (customers  may  still  choose  any 
,  other  qualified  thermal  halftone  proofing 
media).  CreoScitex  also  will  provide  Hard 


Getting  into  training  at  Denver  Newspaper  Agency  ... 


PEOPLE 

MOVING 


MEDIA  COMMANDERS 

j  EOIA  COMMAND.  THE  FORMER 
I  Geac  Publishing  Systems, 
appointed  John  Pourtlessto  the  new 
position  of  business-development  manager 
at  its  Tampa,  Fla.,  headquarters.  Pourtless' 
years  of  working  for 
newspapers  and  their 
vendors  include 
service  as  sales  vice 
president  at  GDT- 
Nova,  where  he  was 
responsible  for  the 
sale  of  e-commerce 
solutions  to  such 
dailies  as  the 
“Chicago  Tribune,”  “The  Washington  Post,” 
and  the  “San  Jose  (Calif.)  Mercury  News.” 
He  earlier  served  as  classified-system 
manager  for  “The  Buffalo  (N.Y.)  News.” 
the  “Contra  Costa  Times,”  Walnut  Creek, 
Calif.,  and  the  “Orlando  (Fla.)  Sentinel.” 

Based  in  Nottingham.  England.  Colin 
Fourmy  was  named  to  the  new  position 
of  European  sales  director.  In  the  media- 
systems  industry  for  his  entire  career, 
Fourmy  has  worked  for  Atex  Media 
Solutions,  Digital  Technology  Interna¬ 
tional,  Unisys  Corp.,  and  Compaq. 


John  Pourtless, 
Media  Command 


MACTIVE  GROWS  IN  U.S. 

M  ACTIVE  INC.,  MELBOURNE.  FU.. 

has  added  business,  engineering, 
and  implementation/project  personnel.  John 
Herbst  rejoined  the  company  in  summer  as 
business-development  director.  A  founding 
MactK/e  Inc.  employee,  Herbst  was  respon¬ 
sible  for  its  first  order. 

He  returned  from 
Geac,  where  he  was 
the  sales  director  — 
the  post  he  held  at 
Gazette  Technologies, 
which  Geac  acquired. 

He  earlier  was  with 
Harris  Publishing 
Systems  in  various 
sales  and  marketing  positions  after  having 
spent  more  than  14  years  at  newspapers. 

Bill  Bright  Joined  Mactive  in  a  sales- 
support  role.  His  experience  with  papers  and 
systems  vendors  includes  work  for  Harris 
(ad-systems  product  manager).  Times 
Publishing  Co.,  St.  Petersburg,  Ra.  (systems 


John  Herbst, 
Mactive  Inc. 
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manager).  Software  Consulting  Services 
(business-development  director),  “The 
Albany  (Ga.)  Herald,’  “The  Sun  News,” 
Myrtle  Beach,  S.C.  (operations  director), 
and  Knight  Bidder  (corporate-systems 
consultant). 

Jud  Edwards  now  manages  Mactive’s 
Midwest  sales.  Twelve  of  his  23  years' 
experience  were  with  Harris. 

Rodney  St.  Pierre  was  hired  as  a  sales 
manager,  concentrating  on  Canadian  sales. 
He  earlier  sold  Heidelberg  equipment  for 
Ikon  Business  Services  and  Danka  Office 
Imaging,  and  spent  26  years  with  Harris 
in  engineering  and  sales. 

Don  Oobesh  joined  the  company  as 
chief  of  finance  after  serving  as  corporate 
controller  at  Terion,  also  in  Melbourne. 

Software  engineer  Robert  Heinz  moved 
to  Mactive  from  Harris,  where  he  spent 
three  years  developing  advertising-system 
software.  Before  that,  he  worked  for  the 
Electronic  Systems  Sector  of  Harris  for  14 
years  as  a  principal  systems  analyst. 

New  to  the  professional  services  staff  are 
Andrew  Yawn;  Jewel  Fox  (from  “Foster’s 
Daily  Democrat,”  Dover,  N.H.);  Rudy  Sierra 
(from  Nextel  customer  support,  project 
management);  Monte  Shambaugh  (from 
Lemout  and  Haus- 
pie);  George  Smith 
(from  TAP  Publishing, 
Harris);  Bonnie 
Evaschuk  (from 
Harris,  Autologic 
Information  Interna¬ 
tional  Inc.);  Jo  Lynn 
Harrelson  (from 
Dsteen  Publishing 
Co.,  Sumter,  S.C.);  Doris  Chin  (from  Atex 
Media  Solutions);  Peter  Elwell  (from  Atex, 
“Foster's  Daily  Democrat,”  Blethen  Maine 
Newspapers  in  Portland,  and  the  “Ports¬ 
mouth  [N.H.]  Herald”):  and  Sherrill  Sahlin 
(from  Geac,  Gazette  Direct  Marketing 
Services,  and  the  “Morton  [Texas]  Tribune”). 

MILLER  JOINS  MCCLIER 

Newspaper 

facilities  and 
operations  consultants 
McClier/designAlliance 
named  Gregg  Miller 
to  its  process  design 
team  in  Boulder,  Colo. 

A  consultant  and 
analyst  with  experi¬ 
ence  in  print  and  Inter¬ 
net  technologies.  Miller  trained  in  electrical 
engineering,  business,  and  finance. 


Furness 
Newspapers’ 

55,000-cph 
Solna  D400 
will  print  24 
broadsheet 
pages,  with  16 
in  full  color. 

Dot  recording  film  under  its  own  brand 
with  Dolev  imagesetters  in  North  America. 

pressroom 

HEIDELBERG  WEB  SYSTEMS 

Dover,  N.H. 

Installed  for  Baltimore-based  Vertis,  a 
provider  of  advertising  and  marketing 
services,  the  first  of  its  web  presses  to  extend 
gapless-blanket  technology  to  newspaper 
advertising  insert  printers.  Prompting  the 
order  of  a  Sunday  3000i  press  for  Vertis’ 
Riverside,  Calif,  facility  were  higher  speed, 
better  print  quality,  and  start-up  efficiencies 
for  shorter  print  order  versions.  The 
four-unit,  single-web  Sunday  3000i  has  a 
21-inch  cutoff  and  a  66-inch  web  width  and 
prints  up  to  85,000  impressions  per  hour. 
Heidelberg  supplied  a  Contiweb  FMR 
splicer,  Ecotherm  dryer,  and  2FJ  jaw  folder 
as  part  of  the  integrated  system.  The  3000i 
relies  on  vibration-free,  quick-change 
gapless  tubular  blankets  to  eliminate  print 
defects  at  high  speed.  Heidelberg  said  it 
modified  its  Sunday  design  to  meet  insert 
printers’  demand  for  productivity,  ease  of 
use,  and  quality  printing  on  more  difficult 
stocks  at  lower  cost.  It  equipped  the  3000i 
with  a  new  multidrive  system  in  which 
synchronized  alternating-current  motors 
minimize  torsional  disturbances  and  reduce 
maintenance  and  calibration  requirements. 

SOLNA  OFFSET  AB 

Veddesta,  Sweden 

Sold  a  D400  one-around,  single-wide  press 
consisting  of  a  tw'o-high  and  four  four-high 
towers  with  water-cooled  oscillating  rollers 
and  small-gap  blankets,  a  400C  folder,  six 
reelstands,  Solna  PPC  controls  (with  preset¬ 
ting  from  downloaded  RIP  data)  to  Furness 
Newspapers  Ltd.,  Barrow-in-Fumess,  Eng¬ 
land,  a  part  of  Carlisle-based  CN  Group  Ltd. 
The  55,000-copy-per-hour  press  will  be 
installed  next  September  in  a  new  printing 
plant,  where  it  will  be  able  to  produce  48 
tabloid  pages  with  32  in  full  color  or  24 
broadsheet  pages  with  16  in  full  color.  Its 
configuration  will  permit  expansion  to  64 
all-color  tabloid  pages.  The  Furness 
Newspapers  project  was  valued  at  5  million 


i  pounds.  By  early  2003,  the  D400  will 
■  replace  a  30-year-old  Goss  Community  in 
printing  the  daUy  North  West  Evening  Mail 
I  (averaging  20,388  copies  a  run),  a  weekly 
shopper,  and  newspapers  under  contract, 
j  Though  a  D400  four-high  tower  is  going 
!  into  a  Swedish  newspaper,  Barrow  will  have 
j  the  first  complete  D400  installation. 

i 

post-press 

'  NEWSTEC 

Walpole,  Mass. 

Sold  remanufactured  inserters, 

!  expansions,  controls,  software  modules, 
and  services  to  The  Free  Press,  Mankato, 

I  Minn.  (GMA  SLS-1000  12:2  inserter  with 
Newscom  insert-management  controller 
and  Newstack  stacker,  Newslabel  inkjet, 
and  Newswrap  bottomwrap  controls); 
Lewiston,  Maine,  Sun-JoumaJ  (12:2 
SLS-1000  with  Newscom,  a  Newscom 
controller  for  a  Harris  1372  inserter, 
Newstack);  The  London  (Ontario)  Free 
;  Press  (five  Newscom  controls  and  an 
SLS-1000  upgrade);  The  Star-Beacon, 

I  Ashtabula,  Ohio  (10:1  SLS-1000  with 
Newscom);  The  Times  Reporter,  New 
!  Philadelphia,  Ohio  (10:1  SLS-1000  with 
:  Newscom);  The  Repository,  Canton,  Ohio 
:  (two  two-hopper  modules  to  expand  its 
SLS-1000,  twn  Newscom  controllers);  The 
Sun,  Bremerton,  Wash,  (two-hopper 
module  to  expand  an  SLS-1000);  and  the 
Niagara  Gazette,  Niagara  Falls,  N.Y.  (a 
second  12:1  SLS-1000  with  Newscom). 

business  systems 

PUBLISHING  BUSINESS  SYSTEMS 

Barrington,  III. 

\  Licensed  The  Buffalo  (N.Y.)  News  its 
i  Media  Plus  Circulation  Management, 

!  List  Matching,  Insert  Management,  and 
!  Circulation  InSight  products  to  replace 
I  a  homegrown  circulation  system.  News 
\  executives  cited  features  and  flexibility 
I  of  the  billing,  sales  and  marketing,  and 
I  accounting  applications,  the  system’s 
I  value,  and  the  company’s  support  in 
selecting  PBS. 


Jo  Lynn  Harrelson, 
Mactive  Inc. 


Gregg  Miller, 
McClier/d.A. 
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Ifs  the  Biggest/ Best  and  Most  Powerful 
(Jet-Together  of  Interactive  Newspaper 
^  Professionals  Each  Year. 

Budget  Now 


for  Your  Next 
^T^Power  Trip! 


EDITORt-PlMJSHER's  13t^  Annul 


■  INTERACTIVE 


ary  6-9,  2002  •  San  Jose,  CA 


Pre-Register  before  tieceinber  14,  2001  and 
SAVE  $300  off  the  Regular  Rate  of  $1,495  to 
attend  the  ONE  event  that  elidts  this  kind 
ofipassionate  response,  year  after  year:  ~ 

'"Excellent  range  of  speakers  and  viewpoint^. . . 

There  Were  several  good  ideas  ,  *  ■ 

that  J  can  take  bade*  *  , ' 

Overall  a  great  conference!.  .  ,  r 

The  interactive  brainstorfidng  (was)  the  best'. . . 

The  speakers  were  veryl^ovdedgeahle. . .  ; 

^  The  sessions  vfehtbutstanding, 

one  alone  paid  for  the  COrtf^ence,  . . 
very  helpful . .  .The  networking  was  excellent  at  this  ehov;. 
-  ri 


To  register,  visit  fvww.editorandpublisher.com  OR 
call  (toll-free)  1-888-536-8536  for  group  rates 


With  deregulation,  electricity  is  anything  but  static  these  days 


BY  MARK  FITZGERALD 


O  UNDERSTAND  WHY  NEWSPAPER  MANAGERS  RESPONSIBLE 


I  for  energy  consumption  are  tearing  their  hair  out  these 
days,  take  a  look  at  the  electric  bill  that  landed  on  Gary 
Schuerfeld’s  desk  the  other  day.  The  bill  from  the  Pacific 
Gas  &  Electric  Co.  (PG&E),  the  giant  Northern  California 
utility,  covered  just  a  single  month  at  the  Union  City  plant,  which  is 
only  one,  though  the  biggest,  of  the  San  Francisco  Chronicles  three 
production  plants. 

Two  or  three  years  ago,  that  bill  for  the  Union  City  plant  would 
have  run  about  $45,000.  The  bill  in  Schuerfeld’s  hands  demanded 
$89,900.  An  astonishing  $35,000  of  that  amount  had  nothing  to  do 

with  electricity  that  was  actually  used  by  I 


the  Chronicle-.  It  was  a  “peak  season” 
surcharge  slapped  onto  every  bill  from 
May  through  October.  A  newspaper 
sometimes  can  juggle  production  sched¬ 
ules  to  avoid  the  price  spikes  of  peak  hours 
or  peak  days.  But  how  does  a  paper  avoid  a 
peak  season?  “You  absolutely  cannot 
escape  it.  Well,  I  guess  you  could  shut 
down  for  six  months,”  says  Schuerfeld, 
the  Chronicle's  facilities  manager. 

As  the  Chronicle  and  other  California 
papers  are  discovering,  the  energy 
deregulation  that  was  supposed  to  force 
power  prices  down  with  free-market 
competition  is  instead  ballooning  costs. 

By  the  years  end,  the  Chronicle  figures, 
its  power  bills  will  exceed  the  money 
budgeted  for  them  by  about  40%. 

Worse,  this  expensive  power  is  also 
unreliable.  Until  an  unusually  mild 
summer  helped  end  a  winter  and  spring 
of  rolling  blackouts.  Chronicle  production 
plants  were  blacked  out  four  times,  with  a 
mere  20  minutes’  notice  from  the  utility. 
The  paper  spent  “tens  of  thousands  of 
dollars”  scrambling  to  move  production  to 


its  “interruptible”  tariff  contract.  Southern 
California  Edison  could  have  shut  down 
the  presses  seven  more  times.  Like  other 
businesses,  the  L.A.  Times  signed  up  for  the 
interruptible  rate  because  it  was  supposed 
to  be  cheaper.  But  this  spring,  it  not  only 
suffered  the  blackouts  —  the  cost  of  its  pow¬ 
er  in  Orange  County  went  up  4C  %  over  last 
year,  according  to  “Among  Ourselves,”  its  in- 
house  publication. 

“When  I  came  into  this  business,  I  used 
to  spend  five  minutes  a  month  thinking 
about  electricity  ”  says  Tom  Grochow, 
director  of  facilities  and  properties 
operations  for  The  Orange  County  Register 
in  Santa  Ana.  “That  was  when  I  review'ed 
the  bill  every  month.  Now  I  spend  five 
hours  a  day  thinking  about  it.” 

Unlike  earthquakes  and  Medflies, 

however,  the  energ\' 
problems  associated 
vkith  deregulation  are 
not  solely  California 
phenomena.  How  to 
fight  or  offset  these 
energv'  ills?  Some 
energ}’  experts  now 
i  say  conservation  is  the 
newspaper  industry  s 
best  policy  during 
J  this  energ\-and-price 
crunch. 


j  Recovery  unit  of  a  type  likely  to  be  used  in  capturing  heat  from  an 
i  electrical  generator  (see  photo,  p.  t8)  at  The  Orange  County  Register 


plants  that  still  had  juice,  Schuerfeld  says. 

Down  the  coast  in  Orange  County,  the 
situation  is  just  as  bad.  The  Los  Angeles 
Times'  Orange  County  plant  was  blacked 
out  at  least  18  times  this  year  —  and  under 


Utility  players 

As  director  of 
energy  conservation 
for  Cox  Enterprises 
Inc.,  Keith  Mask 
tracks  the  power 

!  heat  from  an 

County  Register  requirements - 
and  regulatory 

environments  —  for  the  conglomerate’s 
nationwide  holdings  in  newspapers,  cable 
TV  systems,  interactive  media,  and  even  a 
chain  of  auto  auctions. 

His  conclusion:  “From  my  perspective. 
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Though  The  Orange  County  Register  has  yet  to  choose  a  vendor,  this  Wartsila  engine  is  equipment  of  the 
type  to  be  used  in  a  cogeneration  project  designed  and  engineered  for  the  paper  by  Carter  &  Burgess. 


deregulation  is  a  dismal  failure.  To  me, 
it’s  a  flawed  business  model.  In  the  past, 
we  bought  from  a  wholesaler,  and,  yeah, 
they  were  inefficient,  but  what  was  their 
inefficiency  [cost  burden]  —  10%  or  15%? 
With  deregulation,  we’ve  added  another 
layer:  a  marketer,  a  broker  who  wants 
20%  on  top  of  wholesale.  And  so  we’ve 
seen  prices  soar.  I  haven’t  seen  a  successful 
utility  deregulation  yet.” 

Energy  is  a  particularly  knotty' 
conundrum  for  newspaper  managers 
because  it  doesn’t  allow  them  to  make  deci¬ 
sions  the  way  they  like  to  make  practically 
all  others  —  by  imitating  industry’  leaders. 

Newspapers  marched  nearly  lockstep 
to  navigate  successfully  such  important 
developments  as  switching  from  letterpress 
to  offset  printing  and  introducing  com¬ 
puterized  editing  systems.  But  with  each 
of  the  50  states  advancing  toward,  or 
retreating  from,  energy  deregulation  with 
a  different  approach  and  at  a  different 
pace,  newspapers  across  the  country  are 
forced  to  improvise  in  the  face  of  this 
energy  crunch  —  and  each  answer  they 
come  up  with  is  fraught  with  its  own 
distinct  advantages  and  dangers. 

Add  the  confounding  economic  slump 
to  the  complexity  of  state  deregulation,  and 
the  result  is  an  energy  environment  so 
capricious  that  it  can  be  impossible  for 
newspapers  to  get  any  practical  advantage 
from  the  theoretical  virtues  of  free-market 
choice.  The  Orange  County  Register,  for 
instance,  already  had  contracted  to  buy 
cheap  power  from  big  —  and  now  bankrupt 
—  Enron  Corp.,  when  California’s  state 
government  simply  forbade  companies 
from  making  their  own  energy  deals. 

The  Register  has,  however,  a  10-year 
contract  with  Enron  to  lease  the  HVAC 
[heating,  ventilation,  and  air  conditioning] 


system  it  designed  and  engineered  for  the 
paper.  “They  funded  the  whole  thing,”  says 
Grochow,  who  so  far  has  seen  “no  adverse 
effects”  from  the  bankruptcy  and  expects  to 
continue  making  monthly  payments. 

And  consider  how  deregulation  worked 
out  for  Philadelphia  Newspapers  Inc. 

(PNI),  which  publishes  The  Philadelphia 
Inquirer  and  the  Philadelphia  Daily  Neu's. 

When  Ed  Puletti  was  manager  of  facili¬ 
ties  there,  he  aggressively  chased  cheap 

Going  green 

BY  MARK  FITZGERALD 

IT  MAY  NOT  BE  EASY  BEING  GREEN,  BUT 

don’t  tell  that  to  Philadelphia 
Newspapers  Inc.  (PNI).  Its  Schuylkill 
Printing  Plant  recycles  everything  from 
the  silver  in  its  platemaking  process  to 
forklift  batteries.  Since  1998,  it  has  been 
a  zero-discharge  facility,  meaning  it  no 
longer  pumps  any  w'astewater  from  its 
manufacturing  processes  into  the  sewers 
of  Upper  Merion  Township. 

But  thanks  to  an  anti-pollution  grant 
from  the  Pennsylvania  Department  of 
Environmental  Protection  (DEP),  the 
publisher  of  The  Philadelphia  Inquirer 
and  the  Philadelphia  Daily  News  is  also 
uncovering  potentially  significant  energy 
savings.  Pennsylvania  is  paying  80%  of  the 
cost,  up  to  a  maximum  $15,000,  of  hiring 
Compliance  Management  International 
(CMI),  a  Montgomeryville,  Pa.,  firm,  to 
search  the  plant  for  potential  anti¬ 
pollution  and  energy-saving  measures. 
After  touring  the  Schuylkill  plant  in 


deregulated  power.  First  he  signed  a 
12-month  contract  with  Exelon  Corp.,  the 
unregulated  affiliate  of  PECO  Energy,  the 
regional  regulated  utility.  When  that  con¬ 
tract  expired,  he  signed  an  even  better  deal 
for  18-months  with  Connectiv  Inc.,  the  util¬ 
ity  holding  company.  “Then  California  [en¬ 
ergy  prices]  went  crazy,  and  Connectiv 
actually  paid  us  money  to  get  out  of  the 
contract,”  says  Puletti,  now  PNI’s  director 
of  commercial  printing.  PNI  has  now'  gone 
fiill  circle  and  gets  its  power  from  PECO. 

Though  PNI  came  out  ahead  in  the  end, 
the  experience  left  Puletti  deeply  cynical 
about  energy  brokers:  “They  really  try  to 
baffle  you  wath  BS.” 

So  much  so  that  some  newspaper 
companies,  such  as  Belo  and  Cox,  are 
taking  a  chainwide  approach  by  appointing 
executives  whose  sole  job  is  to  keep  an  eye 
on  energy  prices,  supplies,  and  conservation. 

Look  for  other  big  chains  to  follow  that 
example.  “We’ve  gone  through  and  done  S: 
the  basics:  changing  lights,  putting  digital  5 
controls  on  HVAC,  and  working  with  j 

local  utilities,”  says  Mark  S.  Mikolajczyk,  vice  | 
president  for  production  at  Gannett  Co.  Inc.  > 
“But,  overall,  as  a  company  we  realize  we  ; 
could  do  more.  It’s  just  been  very  difficult  to  > 
get  a  hold  on  [energy]  with  deregulation.”  r 

saves  green  f  e 

October,  DEP  Secretary  David  E.  Hess 
declared  that  if  PNI  implemented  all  the 
measures  identified  by  the  state  agency, 
it  could  shave  more  than  $125,000  off 
its  power  bills. 

That  estimate,  in  fact,  now  looks  to  be 
on  the  low  side.  Michelle  Donohue,  PNI’s 
environmental-affairs  manager,  says  that, 
after  just  eight  hours,  CMI  found  “six- 
figure  savings”  in  energy-conservation 
measures  alone  —  an  amount  that  doubled 
after  another  eight-hour  inspection. 

CMI  says  fixing  the  leaking  couplings  on 
the  air  compressors  used  by  its  nine  print¬ 
ing  presses,  for  example,  would  save  nearly 
2,377,080  kilowatt-hours  of  electricity 
every  year  —  a  savings  equivalent  to 
$118,854.  (PNI  began  the  work  this 
month.)  CMI  also  says  retrofitting  light 
fixtures  in  the  production  area  would  not 
only  improve  lighting  but  also  cut  the 
electricity  bill  by  $10,033  annually. 

The  Pennsylvania  DEP  program  is  one  of 
many  offered  by  states,  utilities,  and  the 
federal  government. 
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With  so  much  confusion,  in  fact,  doing 
nothing  at  a  chain  level  has  its  advantages. 
For  most  of  this  year,  for  instance,  the 
Newhouse  family’s  Advance  Publications 
considered  a  number  of  energy  options, 
from  signing  a  long-term  contract  with 
Enron  or  another  unregulated  supplier  to 
buying  power  through  a  press  association 
to  installing  costly  emergency  generators  at 
some  locations.  By  fall,  none  of  the  possi¬ 
bilities  looked  like  a  good  idea  anymore. 

“I’ve  talked  to  people  who  signed  con¬ 
tracts  for  what  ended  up  to  be  much  higher 
prices ...  because  utilities  panicked,”  says 
Mark  Grunland,  vice  president  and  general 
manager  of  Advance’s  Median  Supply  Co. 
“Our  inaction  worked  to  our  benefit.” 

Also  sitting  pretty  are  papers  served  by 
municipal  utilities.  While  the  L.A.  Times 
suffered  rolling  blackouts  and  a  huge 
price  spike  at  its  Orange  County  plant, 
its  Los  Angeles  and  San  Fernando  Valley 
facilities  had  no  supply  or  pricing  problems 
because  they  are  served  by  the  Los  Angeles 
Department  of  Water  and  Power  —  which 
had  so  much  cheap  power  it  was  selling  it 
to  other  California  utilities. 

Not  every  newspaper  has  been  burned 
by  deregulation.  The  Fresno  Bee,  for 
instance,  jumped  on  deregulation  a  couple 

Philly  papers 

The  U.S.  Environmental  Protection 
Agency’s  (EPA)  Green  Lights  program  is 
a  real  money  saver,  says  Keith  Mask, 
director  of  energy  conservation  for  Cox 
Enterprises  Inc.  “Even  in  economic  bad 
times,  it  has  a  two-year  payback.  You’re 
foolish  not  to  take  advantage  of  it,”  Mask 
says.  Green  Lights  provides  technical 
assistance  to  businesses  changing  their 
lighting,  and  the  EPA  says  participants,  on 
average,  are  cutting  their  lighting  bills 
nearly  in  half. 

The  Muscatine  (Iowa)  Journal  recently 
took  advantage  of  free  energy  audits 
offered  by  its  local  power  company  under 
a  state  law.  The  new  lights  paid  for 
themselves  in  energy  savings  within  nine 
months.  Publisher  Mark  Roby  says.  And, 
he  adds,  workers  in  the  paper’s  80-year- 
old  building  aren’t  working  in  the  dark 
as  a  result:  “Interestingly,  the  biggest  com¬ 
plaint  I’ve  gotten  is  the  brightness 
of  the  lights,  and  we’ve  actually  reduced 
the  number  of  lights  in  one  part  [of  a 
production  area]  from  12  to  six.” 


The  key  to  the  newspaper’s 
energy  savings  was  switching 
from  incandescent  bulbs  — 
which  transform  80%  of  their 
energy  into  heat  and  only  20%  into  light 
—  to  modem,  compact  fluorescent  bulbs, 
which  use  energy  in  the  opposite  way, 
reducing  the  need  for  air  conditioning 
in  the  summer. 

“Normally,  at  a  business  I  can  find  a 
reduction  of  at  least  a  month’s  worth  of 
electricity  bills,”  says  John  Root, 
energy-services  adviser  for  Muscatine 


Power  and  Water.  “At  the  Journal,  we 
identified  a  potential  $4,000  a  year  in  sav¬ 
ings  ...  and  so  far  with  what  they’ve 
implemented,  they  have  saved  $1,890.” 

TTie  best  part  of  the  whole  deal,  he 
reports,  is  the  amount  of  carbon  dioxide 
that  “hasn’t  gone  into  the  atmosphere”  as 
a  result  of  the  paper’s  new  energy-saving 
measures  —  37  tons.  H 


Gannett  paper  decided  to  install 
cogeneration  generators  at  its  200,000- 
square-foot  production  facility  in 
Freehold  and  at  its  175,000-square-foot 
newsroom  and  offices  in  Neptune. 

Cogeneration  refers  to  the  production  of 
two  energy  forms  from  a  single  fuel.  In  the 
case  of  the  Press,  the  generators  are  fueled 
by  natural  gas  and  produce  electricity  for 
lighting  and  machinery,  plus  steam  for 
heating  and  air  conditioning.  The  Press 
generators  have  a  total  capacity  of  three 
megawatts,  and  when  natural-gas  prices 
began  crashing  this  year,  the  Press  locked 
in  an  assured  supply  from  the  fuel  company 
Amerada  Hess  Corp.  through  the  end  of 
2003.  The  paper  also  installed  a  propane- 
fueled  emergency  generator  for  its  presses. 

“We  have  the  ability  to  withstand  any 
kind  of  outage,”  says  Thomas  F.  Petersen, 
director  of  facilities  for  the  Press.  “If  the 
electric  goes  down,  we  can  use  natural 
gas.  If  both  electric  and  natural  gas  go 
out,  we  have  enough  propane  to  run  the 
presses  for  a  week.  Now,  we’ve  never  had 
an  outage  of  more  than  a  few  hours,  but, 
in  the  newspaper  business,  eight  hours 
without  power  is  a  disaster.” 

The  paper  paid  a  little  less  than  $4 
million  in  capital  costs  to  achieve  this 


Repairing  leaks  in  compressed-air 
press  couplings  (left)  will  save  PNI 
almost  $120,000  a  year.  Below  is  the 
company’s  Gamer-Denver  compressor. 


of  months  after  California  permitted  energy 
choice.  The  paper  locked  in  an  electricity 
rate  that  looks  better  now  than  it  did  even 
three  years  ago. 

Janet  Owen,  who  was  The  Fresno 
Bee’s  vice  president  of  operations  when 
deregulation  was  introduced,  says  she 
regrets  only  that  the  paper  didn’t  move  as 
quickly  on  natural  gas.  “We  didn’t  do  due 
diligence  on  natural  gas.  We  were  stuck 
with  PG&E  —  and  some  really  tough  bills. 
Our  g£is  bills  quadrupled  last  year,”  says 
Owen,  who  is  now  senior  vice  president  of 
operations  at  another  McClatchy  Co. 
paper,  the  Star  Tribune  in  Minneapolis. 

Generating  cash 

Perhaps  the  biggest  newspaper  winner 
of  the  energy  lottery  is  the  Asbury  Park 
Press  in  Neptune,  N.  J.  Four  years  ago, 
when  most  papers  were  enjoying  steady 
supplies  and  predictable  prices,  the 
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self-sufficiency,  and  always  envisioned  it 
as  a  break-even  venture.  The  generators 
have  been  gradually  paving  for  themselves 
in  energv’  savings  —  but  come  next  sum¬ 
mer  the  Press  plans  to  start  making  mon¬ 
ey  from  its  cogeneration.  The  paper  has 
made  a  deal  to  sell  excess  electric 
capacity  to  FirstEnergy  on  hot  summer 
days  when  the  area  utility  is  willing  to  pay 
high  prices  for  power.  Off  peak,  the  utility 
pays  about  11  cents  or  so  per  kilowatt. 

“But  on  those  really  hot  days,  when 
they  are  desperate  for  electricity,  the  price 
they  pay  can  go  as  high  as  40  or  50  cents 
a  kilowatt.  On  those  days,  you  can  make  a 
few  bucks,”  Petersen  says.  The  paper 
expects  to  clear  about  $10,000  selling 
power  next  summer. 

Conserving  cash 

The  Orange  County  Register  doesn’t  ex¬ 
pect  to  make  money  with  its  cogeneration 
project  —  it  just  wants  to  stop  bleeding 
money.  Fed  up  with  the  soaring  price  of 
deregulation,  the  paper  is  contracting  with 
Carter  &  Burgess  Inc.  to  design  and  engi¬ 
neer  a  cogeneration  facility  for  its  office- 
and-production  campus.  The  cost  should 
be  about  S4.7  million,  says  Grochow,  its 
facilities  and  properties  operations  chief. 


One  of  two 
natural  gas-fired 
Waukesha  650- 
kilowatt  engines 
in  the  cogenera¬ 
tion  facility  of 
the  Asbury  Park 
Press’  Neptune, 
N.J.,  headquar¬ 
ters.  The  paper’s 
larger  Freehold 
production  plant 
has  its  own  sys¬ 
tem  for  generat¬ 
ing  electricity 
while  capturing 
and  using  the 
resulting  heat. 


The  paper  has  already  done  almost 
everything  it  can  with  conservation, 
Grochow’  says.  Seven  elevators  serve 
the  Registers  main  office  building  — 
but  only  three  are  turned  on.  Computers 
are  routinely  turned  off  when  they’re 
not  in  use.  Harland  Simon  controls 
were  installed  to  operate  the  presses 
more  efficiently.  Dan  Guthrie,  the 
paper’s  electrical  maintenance  supervisor, 
notes  that  the  Register  is  replacing  the 
energy-thirsty  direct-current  (DC) 
motors  on  its  printing  presses  with  ABB 
Inc.  direct-torque  alternating-current 
models  that  have  twice  the  efficiency 
rating  and  do  not  require  the  expensive 
cooling  of  DC  units. 

“We’ve  turned  off  all  the  lights  we 
reasonably  can,  but  obviously  you’ve  got 
to  be  able  to  see  enough  to  work,” 
Grochow  says.  All  told,  the  Registers 
energ>'  consumption  was  down  15%  to 
19%  every  month  this  summer  compared 
with  last  year,  he  adds. 

For  big  papers,  the  savings  can  be 
substantial.  The  L.A.  Times,  for  instance, 
estimates  that  each  1%  decrease  in  its  own 
electricity’  use  saves  $80,000  annually. 

Before  he  became  Cox  Enterprises’ 
energy-conservation  chief  three  years  ago. 
Mask  worked  at  the  Southern  Co.,  a  huge 
electric  utility,  for  18  years.  Yet  he  does 
not  use  that  insider’s  expertise  to  devise 
sophisticated  electric  futures  strategies. 

“That’s  a  zero-sum  game.  Someone’s 
going  to  win,  and  someone’s  going  to  lose. 
Take  Enron:  It  was  winning,  and  now  it’s 
losing,”  Mask  says.  “Buying  futures  is 
essentially  like  buying  insurance.  There’s 
a  reason  companies  like  ours  are  self- 
insured:  The  law  of  averages  tells  you 
that,  over  10  years,  you  will  be  better  off.” 

Instead,  Cox  uses  conserv'ation 
practices  to  minimize  its  dependence  on 
utilities.  In  keeping  with  Cox’s  corporate 


culture  of  local  decision-making.  Mask 
gives  suggestions,  and  not  orders,  to 
newspapers.  “Because  we  don’t  mandate 
anything,  they  are  willing  to  take  our 
adv’ice,”  he  says.  “We  get  involved 
whenever  a  new  building  is  under 
construction,  from  the  standpoint  of 
suggesting  lighting,  HVAC,  even  what 
color  to  paint  the  roof.” 

Cox  does  exercise  its  market  clout  in  a 
number  of  national  purchasing  agree¬ 
ments  with  vendors  such  as  the  Kohler 
Co.  for  generators  and  the  Trane  Co.  for 
HVAC.  Energy’  is  an  important  factor  in 
the  purchase  of  all  equipment.  Mask  says. 

Increasingly,  too,  Cox  is  considering 
reliability'.  With  emergency  generators 
for  presses  running  at  upward  of  $1 
million,  Cox,  like  most  chains,  considered 
them  prohibitively  expensive.  “Now 
we’re  looking  at  putting  in  a  smaller 
generator,  enough  to  operate,  say,  one 
press,”  Mask  says. 

When  Cox  was  building  the  state-of- 
the-art  Print  Technology  Center  at  the 
Dayton  (Ohio)  Daily  News,  it  installed 
two  power  supplies  to  ensure  redundancy. 
The  software-driven  system  can  sense  if 
the  voltage  is  dropping  from  the  power 
supply  in  use.  Before  switching  to  the 
other  supply,  it  verifies  that  the  backup  is 
working  —  a  process  it  completes  within 
four  milliseconds. 

But  even  the  simplest  conservation 
methods  help,  as  Lee  Enterprises  Inc.’s 
Independent  Record  in  Helena,  Mont., 
learned.  “This  is  real  low-tech:  We  put 
plastic  shrink-wrap  on  the  windows  of  the 
north  side  of  our  building,”  says  Publisher 
Brad  Hurd.  “It  cost,  maybe,  $8  a  window. 
I’m  not  sure  about  the  savings  over  the 
year  before,  but  the  people  who  sit  next  to 
the  window  are  much  happier.  The 
w'omen  in  accounting  don’t  have  to  wear 
their  ski  jackets  during  work.”  1! 


Our  thanks  to  the  Courier 
Journal  and  Gannett  for 
selecting  KBA  as  their 
press  partner! 


For  additional  information  please 
visitvwwv.kba-print.de/en  or, 
Contact  KBA  North  America 
at  (800) 394-1071 
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-FEATURES  AVAILABLE- 


ENTERTAINMENT 


NEWS.  REVIEWS.  FEATURES.  Columns. 
Photos.  Billboard  charts. 

Movie  charts.  TV  ratings. 

“This  Day  in  Music”  almanac. 

From  the  leading  brands  in  the  business. 
BPI  Entertainment  News  Wire 

Peter  Gonzaga  Tel#  (323)  525-2240 
www.bpienw.com 


FEATURES  AVAIIABLE 


BUSINESS  INDUSTRY  MEDIA  offers  high 
quality  lowcost  features  and  comics. 
www.businessindustrymedia.com 

SKIING  AND  SNOWBOARDING 

Weekly  column  with  latest  news  &  features 
of  the  downhill  and  cross-country  sport. 

Recreational,  competitive. 
Remember  -  the  Olympics  are  coming! 

Act  Now!  FREE  SEASON  to  first  10 
callers!  WORLD  WIDE  NEWS 
(800)  210-5678 


PUZZLES 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 

Call  (800)  2924308/(909)  927-0164 


WEATHER  MAPS 


WEATHER  MAPS,  7  day  forecast,  revolu¬ 
tionary  technology  from  Weather  Under¬ 
ground.  Print  ready  custom  formats,  simple 
contracts,  competitively  priced.  World  cov¬ 
erage  in  50-f  languages. 

(415)  5434806  x2 

http//www.  wunderground.com/newspaper 


-ANNOUNCEMENTS- 


ANNOUNCEMENTS 


FILED 

WVPO/WSBG 
Stroudsburg  PA 
&  WJHR 
Flemington,  NJ 
Multricultural  Radio 
to 

Nassau  Broadcasting 

SERAFIN  BROS. 

(813)  885-6060 

NICHE  PUBLISHING  (NEWSPAPER) 

start-ups  available  for  Texas  and  Florida. 
Perfect  addition  for  existing  publishers.  We 
will  partner  with  you  but  will  write  buy-out 
agreement  so  you  can  own  it  quickly.  Con¬ 
cept  proven  in  California  with  gross  reve¬ 
nues  nearing  $1  million.  No  investment  nec¬ 
essary  but  you  must  be  able  to  cash-flow 
operation.  Confidentiality  agreement  re¬ 
quired.  Fax  inquires  to:  (559)  299-2134. 


-ANNOUNCEMENTS- 


ANNOUNCEMENTS 


STORE  FRONT  SALES 

Professional,  Customized  store  front 
programs.  Elaine  Rockhil  (480)  326-6322 


BUSINESS  OPPORTUNITIES 


PUROFIRST/PUROCLEAN:  Insurance  Res 
toration  Franchise  Business  Opportunity  in 
a  rewarding,  recession  proof  industry.  Low 
cash  investment.  (800)  247-9047  ext.  132 


CONTENT  FINDER 


CONTENT  FINDER  -  www.econtentfinder.com 
Identify  Suppliers  of  Syndicated  Content  Indexed 
by  Topic,  Target  Audience,  Type  or  Language. 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATE 
Box  579,  Landrum,  SC  29356 

KAMEN  &  CO.  GROUP  SERVICES 
NEW  YORK  •  TAMPA  •  LOS  ANGELES 
Appraisals,  Formal  Business  Plans 
Brokering  /  Business  Analysis 
Confidential  •  Accurate  •  Comprehensive 
(516)  379-2797 
(727)  786-5930 
kamenandco@aol.com 

LEADER  IN  NEWSPAPER  APPRAISALS 

Free  Initial  Valuation... go  to 

www.mediamergers.com 

W.B.  Grimes  &  Co.,  Est.1959 


NEWSPAPER  BROKERS 


NATIONAL  MEDIA  ASSOCIATES 
EDWARD  ANDERSON 

Specializing  in  Weekly  and  Daily 
Community  Newspaper  Transactions 
P.O.  Box  2001 
Branson,  MO  65615 
(417)  336-3457 
email:  Brokeredl@aol.com 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers' 

Check  our  references 
<214>  265-9.MMI 


Kickcnhachor  IVIedia 

6731  Dcsco  Dr.,  Dalla 


673  1  Dcsco  Dr..  Dallas,  TX  7522.S 
u  w\v. rtckenbachermcdia.com 


MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 


PHILLIPS  PROPERTIES,  INC. 

Consultants-Investments 
Management  -  Brokers 
P.O.  Box  219 
Baker,  FL  32531 

Phone  (850)  5374040 
Fax  (850)  537-4050 

THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
“A  tradition  of  service  to 
community  newspapers” 

(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 

MICHAEL  D.  LINDSEY 

Experienced  -  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 

www.publicationsforsale.com 

GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 

c.  berky1^sociaTe’s,]n^ 

Consultants  •  Appraisals  •  Brokers 
(561)  3684352 
123  NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


800  Sold  •  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  Southwest 
(505)  524-0122 
John  Szefc,  Northeast 
(845)  291-7367 
Scott  McGraw,  Midwest 
(517)  369-3066 
Ron  Mix,  West  (209)  634-7202 

GREGG  KNOWLES 
Knowles  Media  Brokerage  Services 

Affiliated  with  Mel  Hodell,  Media  Broker  Inc. 
Nationwide  Sales,  Acquisitions,  Mergers 

(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 


NEWSPAPERS  FOR  SALE 


AVOID  DOWN  SIZING  own  your  newspaper 
Also  county  seat  weeklies,  others.  Free 
list.  Bill  Berger,  ATN,  1801  Exposition 
Austin,  TX  78703-2833  (512)  476-3950 


For  a  list  of  Properties  for  Sale: 

WWW.  mediamergers.  com 
W.B.  Grimes  &  Co.-Est.  1959 


FOR  SALE;  Iowa  weekly,  in  high-growth 
area  $360,000  gross,  20%  *  cash  flow. 
2001  was  a  good  year  here!  Email  inquiries 
to:  paperforsale@consultant.com 


NEWSPAPERS  WANTED 


WE  ARE  SEEKING  to  add  several 
large-circulation  newspapers  or  newspaper 
groups  to  our  family  of  award-winning  publi¬ 
cations.  All  information  will  be  held  in  the 
strictest  of  confidence.  For  a  quick  sate, 
send  information  about  your  company  to: 

Box  2412,  Editor  &  Publisher 
770  Broadway  7th  FL.,  NY,  NY  10003 


Producing  Top  Values 
For  Publishers  Since  1923 

Over  the  years  we've  produced  top  values  for  publishing  companies,  in 
thousands  of  transactions  througnout  the  country.  VVe  have  built  this 
record  on  hard  work,  experience  and  trust,  and  we  vv'elcome  your  call 
to  confidentially  discuss  what  we  can  do  for  you  and  your  company. 

John  Crihb  •  Jim  Hicks  ^  I  17  B7 

Tom  Karavakis  •  Gary  Greene 

Kerry  Murdock  ^  ASSOC  I  AT  E  S 

Publication  Brokerage  &  Appraisal 

(406)  586-6621 

Bozeman.  Montana 


■EQUIPMENTS  SUPPLIES- 


EQUIPMENT  FOR  SALE 

WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesates.com 
(815)  64&4611  or  fax  (815)  648-2856 


MAILROOM 


NEWSTEC,  INC 

Specializing  in  SLS/^uller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors.  Director  of  Sates 

Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 


DECEMBER  to,  2001  EDITOR  &  PUBI-ISHER  CLASSIFIEDS  Cl 


www.editorandpublisher.com 
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-EQUIPMENT  &  SUPPLIES- 

-INDUSTRY  SERVICES- 

1  -HELP  WANTED- 

MAILROOM 

CIRCULATION  SERVICES 

ACADEMIC 

ACADEMIC 

BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
StitcherArimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


NEWSRACKS 


Coin  Operated,  Free  Distribution 
Wire  Plastic,  Wood,  Counter 
Floor,  &  Wall...We  Have  It  All 


Call  Now  (800)  243-3999 
Fax  (818)  764-5372  i 

NATIONAL  NEWSVEND 

7324  Greenbush  Ave.,  NH.,  CA  91605  j 


PRESSES 


2  GOSS  SSC-4  Highs  folder  consul  decks 
running  $180,000.00/  best  offer 
call  Bob  (631)  231-  6060 

FOR  SALE:  5AI  1974  Goss  Community 
w/SC  folder,  50  HP  drive,  $90,000;  7/u 
1986  News  King  w/KJ8  folder,  60HP, 
$150,000;  6/u  68-73  News  King 

w/running  circ  register  on  units,  w/KJ6 
folder  w/upper  former  &  60  HP,  $68,000 
guaranteed;  Goss  Community  S$C  1996 
4/u  w/SSC  folder/60  HP. 

Call  John  Newman  (913)  648-4195 


-INDUSTRY  SERVICES- 


ADMINISTRATIVE 


PARENTING  COLUMNS:  FREE  columns  of 
parent  and  child  topics  written  by  former 
Parents  Magazine  columnist.  Accurate,  con¬ 
cise,  accessible.  Grant-supported  project  of 
University  of  Pittsburgh  Office  of  Child  De¬ 
velopment.  Download  at: 
www.pitt.edu/-ocdweb/columns.htm 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cutting-Edge  Technology 
Horace  Southward/Eric  Southward 
(800)  950-8475 
www.metro-news.com 


BETTER 

Telemarketing  Best  References 
The  Telesphere  Company 
(800)  884-9511 
HHalat@aol.com 

MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


Edilor  &  PiMsIxr  (^mjiak 

SUBSCRIBE  TODAY! 


PRO  STARTS 

PROFESSIONAL  TELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 


COMPUTER  SOFTWARE 


COMPUTER  SYSTEMS  FOR  PUBLISHERS 

SM4  for  Contact  Management,  Print  or 
Web  Ad  Sales.  Production,  Billing,  Invoicing 
and  Accounting. 

•  SUB4  for  Subscription  Fulfillment. 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available. 

Take  a  test  drivel!  See  it  at 
www.publishing.abelson.com 
or  Call  Susan  or  Glenn  at  (516)  596-9610 

SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


INTERNET  SERVICES 


ARE  YOUR  WEBSITE'S  costs  out  of  line 
with  its  revenues?  Profitable  turnkey  web 
sites  for  newspapers.  877/462-6397 
www.our-hometovm.com 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Un- 
!  safe  floors,  catwalks  and  ladderways?  Dirty 
,  handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 


BE  A  VISITING  PROFESSOR  AT  WVU 
The  Perley  Isaac  Reed  School  of  Journalism 
at  West  Virginia  University  announces  a 
full-time  Visiting  Professor  position 
beginning  August  2002  to  teach  visual 
communications.  Appointment  is  for  aca¬ 
demic  year  2002-03  with  the  possibility  of 
renewal  and  potential  future  tenure-track. 
Candidates  must  be  capable  of  teaching  i 
general  and  specialized  courses  in  j 
graphics  and  imagery  of  public  communica¬ 
tions  media  to  undergraduate  and  graduate  j 
students.  A  Master’s  degree  in  communica-  | 
j  tions  or  related  field  and/or  significant  pro-  j 
I  fessional  experience  required.  Ph.D.  pre-  j 
I  ferred.  Prior  experience  teaching  at  the  col- 
i  lege  level  helpful. 

I  Knowledge  of  the  use  of  typography, 

I  images  and  design  in  the  media  required. 
Area  of  specialization  open  to  any  media 
field  such  as  news  design,  advertising  art 
j  direction,  corporate  visual  communication 
I  or  interactive  media.  Skills  needed,  but  not 
I  limited  to,  professional  experience  produc- 
I  ing  visuals  for  the  media.  Candidates 
should  be  prepared  to  show  a  portfolio  of 
their  visual  communications  work  or  work 
produced  under  their  supervision, 
j  Application  reviews  begin  January  25, 

I  2002,  with  appointment  made  no  later  than 
\  June  2002. 

j  To  apply,  please  send  a  letter  of  interest, 
resume  and  the  names  of  three  references  ' 
j  to:  i 

i  Terry  Wimmer,  Search  Committee  Chair  ! 
!  West  Virginia  University  [ 

j  Perley  Isaac  Reed  School  of  Journalism 
1553  University  Avenue,  P.O.  Box  6010  j 
Morgantown,  WV  26506-6010 


-HELP  WANTED- 


pniTOPiAi  pnixnpiAi 


MANAGING  EDITOR 


Colonial  Williamsburg,  the  popular-history  quarterly  of  the  Colonial  Williamsburg  Foundation,  | 
seeks  experienced  journalist  tor  managing  editor's  job.  Duties  are  analogous  to  same  position  | 
I  on  a  medium-size  daily  newspaper  or  wire  service  bureau  news  editor.  Competitive  candidates  i 
will  have  at  least  a  Bachelor’s  degree  and  7  years  full-time  editorial  experience  with  a  j 
magazine,  daily  newspaper  or  national  news  service.  The  Colonial  Williamsburg  Foundation 
I  is  a  nonprofit  educational  organization  responsible  for  the  restoration,  preservation  and 
interpretation  of  the  city  that  was  Virginia's  capital  from  1 699  to  1 780.  To  find  out  more  about 
\  and  apply  on  line  for  this  position,  please  visit  our  website: 

www.colonialwiiliamsburg.org/jobs 

AA/EOE 


For  help  wanted/position  wanted  rates  call 

Hazel  Preuss  at  6^6.65^.5302  or 
Michele  MacMahon  at  646.654.5303 

- the  tieivspnffcr  itidustry's - 

- tti ee  t  i  n  place. - 


JOURNALISM  FACULTY,  TENURE  TRACK 
Tenure-track  teaching  position  in  the 
Pulliam  School  of  Journalism  at  Franklin  CoL 
lege  of  Indiana.  PSJ  is  a  fully-endowed  un¬ 
dergraduate  journalism  school  with  150 
majors  in  a  four-year,  private  liberal-arts  coL 
lege  of  1,040  students.  Located  in  Indian¬ 
apolis  metro  area.  Sequences  in 
news  editorial,  advertising-public  relations, 
broadcast  journalism,  visual  communica¬ 
tions,  and  secondary  education. 

M.A.  and  professional  experience  required. 
Ph.D.  and  college  teaching  experience  de¬ 
sirable.  Must  be  able  to  teach  reporting, 
news  and  magazine  writing,  and  editing, 
and  carry  full  share  in  work  of  school  witti 
six  FT  faculty  and  support  staff  of  three. 
Should  be  comfortable  with  new  media  and 
concepts  of  media  convergence  as  well  as 
small-college,  liberal-arts  environment.  Our 
first  priority  is  teaching  students,  but  PSJ 
strongly  supports  research  and  professional 
development.  Salary  and  rank  negotiable. 
See  our  web  site: 

http://psj.franklincollege.edu 
Franklin  College,  an  AA/EOE  employer,  is 
committed  to  diversity  and  equality  in 
education  and  employment. 

Position  start  date:  August  23,  2002.  Appli¬ 
cation  date:  Applications  received  by  Janu¬ 
ary  2,  2002,  will  receive  full  consideration. 
Procedure:  Send  letter  of  interest,  curricu¬ 
lum  vitae,  three  letters  of  reference,  and 
graduate  transcripts  to: 

Professor  William  Bridges,  Director 
Pulliam  School  of  Journalism 

Franklin  College,  Franklin,  IN  46131 

PHOTOJOURNALISM/MULTIMEDIA 
Western  Kentucky  University’s  national 
ranked  and  highly  acclaimed  ACEJMC- 
accredited  School  of  Journalism  and  Broad¬ 
casting  seeks  to  fill  an  expansion  multimedia 
position.  Successful  applicant  will  help 
develop  and  teach  multimedia  courses  in  a 
newly  created  New  Media  Publishing  track 
within  the  Photojournalism  program  and  will 
be  responsible  for  keeping  abreast  of  tech¬ 
nological  developments  and  provide  leader¬ 
ship  for  incorporation  of  new  technology 
throughout  the  School.  Appointment,  effec¬ 
tive  August  2002,  will  be  assistant  or  asso¬ 
ciate  professor  level  or  as  a  profes¬ 
sional-in-residence,  depending  on  creden¬ 
tials. 

QUALIFICATIONS:  A  visual  journalism  back¬ 
ground  with  training  and  experience  in  con¬ 
tent  gathering,  design  and  production  for 
multimedia  presentations.  Advanced  de¬ 
grees  are  desirable,  but  significant  profes¬ 
sional  experience  may  substitute. 
APPLICATION:  Send  letter  of  application, 
curriculum  vitae/resume,  original  tran¬ 
scripts  and  three  recent  letters  of  reference 
to: 

Multimedia  Search  Committee 
Journalism  and  Broadcasting 
Western  Kentucky  University 
1  Big  Red  Way,  Bowling  Green,  KY  42101 
Review  of  applications  will  begin  January  2, 
2002,  and  continue  until  the  position  is 
filled.  Women  and  minorities  are 
encouraged  to  apply.  AA/EOE. 

http://www.wku.eclu/Journalism 
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-HELP  WANTED- 


ACADEMIC 


ASSISTANT  OR  ASSOCIATE 
PROFESSOR  OF  ENGLISH 
Journalism/1  St- Year  Writing,  journalism  ex¬ 
perience  required.  Prefer  PhD  or  MFA,  teaching 
experience.  Contact:  Jim  Coomber,  English, 
Concordia  College,  Moorhead,  MN  56562. 
Website:www.cord.edu/dept/humres/positons 
/faculty.html  EOF. 


ACCOUNTING 


CONTROLLER 

Mount  Rose  Publishing  Co.,  a  privately  held 
newspaper  company  with  newspapers 
throughout  the  Tahoe/Carson  Region,  is 
seeking  a  corporate  controller.  A  Bachelors 
degree  in  Accounting  and  4-8  years  experi¬ 
ence  in  managing  the  accounting  function 
Is  necessary.  CPA  experience  a  plus.  Re¬ 
sponsibilities  include  management  of  the 
general  ledger  and  accounting  function, 
governmental  compliance  and  tax 
reporting,  financial  statement  preparation 
and  analysis,  management  reporting,  finan¬ 
cial  analysis,  budgeting,  cash  management, 
banking  relationships  and  multi-site  office 
management.  Must  be  capable  of  learning 
and  becoming  highly  proficient  with  our 
newspaper-specific  business  software.  Re¬ 
quires  excellent  management  and  commu¬ 
nication  skills.  This  position  is  based  in  the 
Carson  area.  Some  travel  required.  Com¬ 
petitive  compensation  and  benefit  package. 
Mail/fax/E-mail  resume  and  salary  history 
to:  Bill  Waters,  Swift  Newspapers,  500 
Double  Eagle  Ct.,  Reno,  NV  89511. 

E-mail:  billw@swiftnews.com 
Fax:  (775)  850-7677 


ADMINISTRATIVE 


GOT  TALENT? 

Need  a  new  challenge,  position  or  geo¬ 
graphic  change?  Visit  us  often  to  check  for 
new  employment  opportunities! 

www.BrehmCommunications.com 

GROUP  MANAGER  with  ad  background  to 
lead  4  weeklies  in  Northern  Neck  of 
Virginia.  Well-organized,  dynamic  self¬ 
starter  to  lead  team  of  sales  reps  and  re¬ 
porters.  Fax  to: 

Vice  President  (757)  220-1665 

INCREEJIBLE  ADVENTURE  for  entrepreneurs  j 
looking  for  fantastic  career  opportunity.  I 
Bigfoot  Media,  publisher  of  the  award-winn¬ 
ing  Berkeley  Daily  Planet  &  San  Mateo  Daily 
Journal,  needs  high-energy  Sales  Managers 
to  build  &  lead  teams  at  start-up  community 
dailies  on  the  West  Coast.  Competitive 
compensation  +  stock  options  for  aggres¬ 
sive  leaders  (we  are  venture  capital- 
backed).  This  is  not  for  the  faint-hearted! 
Cover  letter  &  resume  to: 

hr@berkeleydailyplanet.net  or  FAX  to: 

(510)  841-5695 


ADVERTISING 


ADVERTISING  DIRECTOR/GM 
Potential  to  advance  to  publisher,  Sell  local  i 
and  regional  ads  in  a  monthly  outdoor 
sports  magazine  in  Asheville,  NC.  Competi-  1 
tive  salary,  commission  and  benefits.  i 
JLS@Media-Services.ws 


IMSirnkstbeilipwce.  I 


.\DVERTISING 


DISPLAY  SALES  DIRECTOR  AND 
LOCAL  SALES  DIRECTOR 
The  Cincinnati  Enquirer  is  seeking  a  Display 
Sales  Director  to  oversee  growth  in  major 
and  national  categories  and  a  Local  Sales 
Director  to  oversee  growth  of  local 
business  in  the  Advertising  Division. 

The  Cincinnati  Enquirer,  a  division  of  Gannett 
Co.,  Inc.,  offers  a  dynamic,  customer- 
focused  environment  where  individuals  are 
awarded  for  exceptional  performance. 

The  Local  Sales  Director  is  responsible  for 
local  territory  sales  and  new  business  sales 
efforts,  including  co-op  and  vendor  support. 
The  Local  Sales  Director  is  also  responsible 
for  planning  and  executing  the  strategic 
and  operational  programs  that  determine 
growth  in  local  advertising  revenue. 

The  Display  Sales  Director  is  responsible 
for  major  category  accounts,  national  and 
preprint  sales  efforts,  and  planning/ 
executing  the  strategic  and  operational  pro¬ 
grams  that  determine  growth  in  advertising 
revenue  associated  with  these  areas. 
Candidates  should  have  outstanding  sales 
management  skills  that  help  lead  and  direct 
others  to  achieve  company  objectives.  In 
addition,  five  years  of  successful  sales 
management  experience  in  a  mid-to  large- 
size  sales  organization  is  required,  as  well 
as  two  to  three  years  revenue  budget  de¬ 
velopment  experience  and  a  proven  record 
for  developing  and  implementing  winning 
strategies.  Strong  written  and  verbal  skills, 
superb  planning  and  organizational  skills, 
and  working  well  with  a  team  are  desired. 
Candidates  should  have  a  four-year  college 
degree  in  business  (or  related  field). 

If  you  think  you  are  the  ideal  candidate  for 
either  position,  please  send  your  resume 
and  cover  letter  (indicating  which  position 
you  are  applying  for)  to: 

The  Cincinnati  Enquirer 
Human  Resources  Department 
312  Elm  Street,  Cincinnati,  OH  45202 
E-mail:  hr@enquirer.com 
Or  Fax:  (513)  768-8210 


CLASSIFIED  ADVERTISING  MANAGER 
Seeking  a  dynamic,  results-oriented  leader 
to  manage  a  strong  sales  staff  of  nine.  A 
“team”  manager  who  is  a  motivational,  posi¬ 
tive,  sales-minded  individual  with  a  history 
of  success  will  be  a  good  fit.  Prior 
classified  management  experience 
required.  Our  benefits  include  a  competitive 
compensation  package.  We’re  a  mid-size 
daily  located  in  the  southwest.  Please  send 
your  resume  along  with  cover  letter  to: 

Box  2470,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

ADVENING  DIRECTOR  ' 
Florida  Press  Service,  the  subsidiary  of  the 
Florida  Press  Association,  located  in  Talla¬ 
hassee,  Florida,  is  seeking  an  Advertising 
Director.  Responsibilities  include  repre¬ 
senting  the  Florida  newspapers  statewide 
newspaper  network  to  ad  agencies  and  ad¬ 
vertisers  and  lead  the  team  of  ten  media 
buyers  and  sales  people.  Successful  news¬ 
paper  sales  and  management  experience  is 
required.  Send  cover  letter,  resume  and 
salary  history  to  Dean  Ridings,  Florida 
Press  Association,  122  South  Calhoun 
Street,  Tallahassee,  FL  32301,  or  E-mail 
dridings@flpress.com.  All  replies  will  be 
kept  confidential.  No  phone  calls,  please. 


ADVERTISING 


SALES  MANAGER  -  REAL  ESTATE 
The  Indianapolis  Star,  Central  Indiana’s 
number  one  source  for  news  and  informa¬ 
tion,  a  Gannett  newspaper,  has  an  immedi¬ 
ate  opportunity  on  our  Advertising  manage¬ 
ment  team.  In  this  sales  management  posi¬ 
tion  you  will  develop  new  revenue  opportu¬ 
nities  and  build  stronger  relationships  with 
existing  Real  Estate  clients  by  taking  a  pro¬ 
active  approach  in  selling  the  value  of  The 
Indianapolis  Star  and  our  many  products 
and  services.  You’ll  be  expected  to 
motivate,  develop,  and  retain  a  quality 
sales  team,  providing  effective  leadership 
while  operating  within  department  budgets. 
Not  only  will  you  lead  Real  Estate  Advertis¬ 
ing  projects,  you’ll  be  responsible  for  con¬ 
verting  decisions  into  effective  actions. 
Requirements: 

•3-5  years  sales  management  and  6-8 
years  sales  experience  are  preferred. 

•  Related  college  degree  is  required. 

•  Strong  leadership,  motivation  and  per¬ 
suasive  communication  skills  with  ability 
to  exercise  independent  judgment  and 
handle  a  variety  of  duties. 

•  Extensive  knowledge  of  newspaper  prod¬ 
uct,  market,  customer  and  competition. 

•  Ability  to  manage  large  revenue  budgets. 
The  Star  provides  a  competitive  salary  and 
attractive  benefits  package.  Submit  resume 
with  cover  letter  to: 

Human  Resources,  The  Indianapolis  Star 
307  N.  Pennsylvania  Street 
Indianapolis,  IN  462060145 
Or  Fax  (317)444-8200 
E-mail:  careers@indystar.com 
All  resumes  must  be  included  in  the  body  of 
the  E-mail.  Attachments  not  accepted. 

ADVERTISING  DIRECTOR 
Our  daily  (9,200  AM)  and  Sunday  (10,200) 
located  in  Pennsylvania  is  looking  for  an  Ad¬ 
vertising  Director  to  lead  us  through  the 
21st  Century. 

Our  candidate  will  be  able  to  lead,  train  and 
develop  ad  staff  and  grow  revenue  in  our 
market,  where  our  research  shows  us  as 
the  leading  media  source. 

We  are  part  of  a  growing  and  progressive 
family  owned  Media  Company  that  believes 
in  helping  our  employees  to  become  the 
best  at  what  they  do.  Training  and  technolo¬ 
gy  are  part  of  our  commitment. 

Competitive  salary,  401(k),  health,  pension 
and  bonus  program. 

If  you  think  that  you  are  the  candidate  that 
we  are  looking  for  send  your  resume  to: 

Box  2461,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor,  NY,  NY  10003 


LARGE  COMMUNITY  NEWSPAPER  GROUP 
located  in  the  Midwest  is  seeking  perfor¬ 
mance  driven  newspaper  professionals  to 
join  our  management  team.  We  are  search¬ 
ing  for  talented  PUBLISHERS  and  ADVER¬ 
TISING  DIRECTORS  to  take  leadership  roles 
in  stand  alone  and  clustered  newspapers. 
Must  have  significant  management  and  me¬ 
dia  sales  experience.  We  offer  an  excellent 
compensation  package,  including  medical, 
dental,  life  insurance,  401(k)  and  great 
growth  opportunities  in  various  locations  as 
well  as  relocation  expenses.  Send  resume 
(including  compensation  history)  to: 

Box  2465,  Editor  &  Publisher  Classified 

770  Broadway,  7th  Fir.,  NY,  NY  10003 

DECEMBER  10.  2001 


ADVERTISING 


RETAIL  ADVERTISING  MANAGER 
Come  live  and  work  in  the  beautiful  Pacific 
Northwest.  The  Albany/Corvallis  Oregon 
market  is  located  two  hours  south  of  Port¬ 
land,  one  hour  east  of  the  Pacific  coast  and 
one  hour  west  of  the  Cascade  Mountains 
plus  we’re  home  to  a  PAC  10  University. 
We’re  looking  for  an  experienced  sales 
leader  that  will  take  our  team  to  the  next 
level  in  order  to  achieve  our  revenue  goals. 
This  is  a  department  head  position  which 
reports  directly  to  the  Publisher  and  serves 
as  a  member  of  our  managing  team. 

We  are  a  31,000-f  daily  distribution  com¬ 
prised  of  the  morning  13,500  circulation 
Corvallis  Gazette-Times  and  our  afternoon 
18,000  circulation  Albany  Democrat  Herald 
plus  our  combined  35,000  circulation 
Mid-Valley  Sunday. 

We  are  a  Lee  Enterprises  newspaper,  a 
leader  in  the  industry  in  sales  and 
marketing,  which  emphasizes  strong  local 
journalism  as  ifs  foundation  for  success. 
Please  submit  resume  and  salary  require¬ 
ments  to:  P.O.  Box  130,  Albany,  OR 
97321-0041  Or  E-mail  to: 

linda.powell@lee.net. 


RETAIL  ADVERTISING  MANAGER 
The  Amarillo  Globe-News,  a  wholly  owned 
subsidiary  of  the  Morris  Communications 
Corp.  is  offering  an  excellent  opportunity 
for  an  experienced  Retail  Advertising  Man¬ 
ager.  The  position  will  be  responsible  tor  di¬ 
recting  retail  advertising  sales  personnel 
and  the  sales  function  in  pursuit  of 
company  strategic  operating  objectives  and 
financial  goals  with  a  strong  emphasis  on 
increasing  sales  on  exisbng  local  dech 
sion-making  accounts.  The  scope  of  the  job 
is  to  plan,  organize  and  direct  retail  opera¬ 
tions  and  provide  the  tools  and  working  en¬ 
vironment  for  successful  sales  performance 
by  associates.  The  person  should  have  pre¬ 
vious  newspaper  sales  and  sales  manage¬ 
ment  experienced  with  a  consistent  track 
record  of  increasing  sales  revenues. 
College  degree  preferred.  If  you  know  you 
are  the  right  person  to  move  into  this 
fast-paced  position,  send  your  resume  and 
cover  letter  to: 

Ed  Chamblin,  Human  Resources  Director 
The  Amarillo  Globe-News 
P.O.  Box  2091 
Amarillo,  Texas  79166 
E-mail:  echamblin@amarillonet.com 
or  Fax;  (806)  345.3370 

mERTIsTNG  DIRECTOR 
Raise  your  family  in  a  very  family-oriented 
community  in  beautiful  upstate  New  York. 
Our  community  offers  a  wonderful  opportu¬ 
nity  for  the  outdoor  enthusiast.  The  person 
we  are  seeking  must  be  able  to  motivate 
people,  in  a  team  environment,  to  achieve 
company  objectives.  Candidates  must  have 
a  previous  track  record  of  increased  adver¬ 
tising  growth.  Our  advertising  director 
must  be  able  to  call  on  large  corporate 
accounts  as  well  as  small  retailers.  Experi¬ 
ence  with  budgets,  rate  setting  and  incen¬ 
tive  programs  is  necessary.  This  is  an  ex¬ 
cellent  position  with  a  small,  family- 
owned  daily.  Reply  with  resume  and  refer¬ 
ences  to  Box  2462,  Editor  and  Publisher 
Classified,  770  Broadway,  7th  Floor,  New 
York,  NY  10003. 

“l.ife  is  lO  percent  v\hat  you  ni»ike 
it,  and  percent  how  >ou  lake  it.** 
-Irving  Berlin 


EDITORS!  PUBLISHER  CLASSIFIEDS  Cf3 


wwwed  itorandpublisher.com 


Phone:  1-888-825-9149  JLAniFI[D  ADVERTISING  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


ADVERTISING 


SALES  MANAGER  -  AUTOMOTIVE  I 
The  Indianapolis  Star,  Central  Indiana’s  i 
number  one  source  for  news  and  informa-  i 
tion,  a  Gannett  newspaper,  has  an  immedi¬ 
ate  opportunity  on  our  Advertising  manage¬ 
ment  team.  In  this  sales  management  posi¬ 
tion  you  will  develop  new  revenue  opportu¬ 
nities  and  build  stronger  relationships  with 
existing  Automotive  clients  by  taking  a  pro-  j 
active  approach  in  selling  the  value  of  The 
Indianapolis  Star  and  our  many  products 
and  services.  You’ll  be  expected  to 
motivate,  develop,  and  retain  a  quality 
sales  team,  providing  effective  leadership  ■ 
virhile  operating  within  department  budgets. 
Not  only  will  you  lead  Automotive  Advertis-  i 
ing  projects,  you’ll  be  responsible  for  con-  : 
verting  decisions  into  effective  actions. 
Requirements: 

•3-5  years  sales  management  and  6-8  , 
years  sales  experience  are  preferred. 

•  Related  college  degree  is  required. 

•  Strong  leadership,  motivation  and  per¬ 
suasive  communication  skills  with  ability 
to  exercise  independent  judgment  and 
handle  a  variety  of  duties. 

•  Extensive  knowledge  of  newspaper  prod¬ 
uct,  market,  customer  and  competition.  ! 

•  Ability  to  manage  large  revenue  budgets. 
The  Star  provides  a  competitive  salary  and  i 
attractive  benefits  package.  Submit  resume  i 
with  cover  letter  to: 

Human  Resources,  The  Indianapolis  Star 
307  N.  Pennsylvania  Street 
Indianapolis,  IN  462060145 
Or  FAX  (317)  444-8200 
E-mail:  careers@indystar.com 
All  resumes  must  be  included  in  the  body  of 
the  E-mail.  Attachments  not  accepted. 


RETAIL  ADVERTISING  MANAGER 
Zone  6  40,000  circulation  daily  is  seeking  ! 
a  goal-oriented,  sales-minded  leader.  This  is 
your  opportunity  to  build  and  motivate  a  , 
sales  team  of  12  with  the  support  of  a  ' 
can-do  management  staff.  Responsibilities  i 
include  ROP,  preprints,  and  major  ! 
accounts.  We  offer  a  competitive  compen-  i 
sation  package.  Please  send  your  resume  i 
&  cover  letter  detailing  your  experience  to:  j 
Box  2469,  Editor  &  Publisher  Classified  ! 

770  Broadway,  7th  Floor 
New  York,  NY  10003  : 


CIRCULATION 


CIRCULATION  DIRECTOR  i 

Cox  newspaper  in  East  Texas  seeks  experi-  1 
enced,  hands-on  circulation  director.  Circu-  j 
lation  17,000  Sunday,  15,000  daily.  Also  I 
oversight  of  second  daily  of  9,000  average 
paid.  Good  markets.  Total  staff  of  7  i 
fulltime,  6part-time.  Competitive  salary  and  | 
benefits.  Send  cover  letter  and  resume  to 
Publisher,  Lufkin  Daily  News,  Box  i 
1089,  Lufkin,Tx  75902-1089,  or  E-mail:  ■ 

bgaudet@coxnews.com 


CIRCULATION  DIRECTOR  needed  for  a  7  j 
day,  20,000  circulation  newspaper.  Great  | 
opportunity  for  en  experienced  leader  with  i 
good  people  skills  and  strong  on  sales  and  I 
service.  Good  pay  and  benefits  including  | 
health,  dental,  401(k),  pension  plan,  etc. 

If  you  are  ready  for  hard  work  and  a  re-  j 
warding  challenge  this  could  be  for  you.  j 
Send  resume  to  Publisher,  Record-Courier,  I 
P.O.Box  1201,  Ravenna,  OH  44266.  ! 


CIRCULATION 


RETAIL  MARKETING  DIVISION  MANAGERS  | 
St.  Petersburg  Times,  Florida’s  best  news-  j 
paper,  is  seeking  proven  Division  Managers 
to  lead  single  copy  marketing  in  designated 
geographic  areas.  The  selected  candidates 
will  be  responsible  for  attaining  all  sales 
and  operational  goals,  facilitate  the  market¬ 
ing  and  distribution  of  all  single  copy  circu¬ 
lation,  and  collection  of  revenues  from  re-  , 
toilers,  hawkers,  and  newsracks.  Key  proj¬ 
ect  work  as  it  pertains  to  sales  and  distri-  ■ 
bution  will  also  be  a  portion  of  the  assign-  i 
ment.  Direct  reports  include  15-20  Carrier  ' 
Vendors  and  Retail  Marketing  Coordinators,  j 
The  ideal  candidates  will  possess  excep-  ' 
tional  leadership,  motivation,  coaching,  ana-  i 
lytic,  and  communication  skills  while  dem¬ 
onstrating  high  energy,  resourcefulness,  , 
and  initiative.  Compensation  package  com-  : 
mensurate  with  experience.  Excellent  bene-  : 
fits  package.  Interested  candidates  may  ap-  j 
ply  with  cover  letter  and  resume  to: 

St.  Petersburg  Times 
Brad  Dinkmeyer 

P.O.  Box  1121,  St.  Petersburg,  FL  33731 
Fax:(727)893-8105 
E-mail:  bdinkmeyer@sptimes.com 


CIRCULATION  MANAGER 
THE  WINCHESTER  STAR,  WINCHESTER.  VA 
Family  owned  newspaper  (22,500  daily  and  ; 
25,800  Saturdays)  seek  Circulation  Manag¬ 
er.  We  are  looking  for  someone  who  will  as¬ 
sume  the  responsibility  of  the  present  man¬ 
ager,  reporting  to  him  until  retirement.  Ex¬ 
perience  in  Home  Delivery,  Single  Copy 
Sales,  ABC,  Newspaper  In  Education,  Total 
Market  Distribution  very  beneficial. 

Circulation  has  a  solid  base.  Good  benefits. 
Send  resume  to: 

Al  Lowdermilk,  The  Winchester  Star 
2  North  Kent  Street,  Winchester,  VA  22601 
(540)  6654944 

CIRCULATION  SALES  & 

MARKETING  MANAGER 

Southern  California  metro  is  seeking  an  ex-  i 
perienced  individual  with  a  proven  back¬ 
ground  in  consumer  marketing  and  sales.  \ 
This  applicant  will  lead  a  high-energy  team 
to  increase  penetration  throughout  a  very  i 
competitive  market.  Excellent  salary,  and 
benefits  provided.  Please  send  resume  to: 

Box  2464,  Editor  &  Publisher  Classified  1 
770  Broadway,  7th  Floor  i 

New  York,  NY  10003 

Ci^ULATION  ^  MANAGE^^  Five-day’  AM 
paper,  circulation  5,500,  seeks  manager  ; 
who  knows  all  aspects  of  distribtution.  Per-  | 
feet  for  a  pro  ready  totake  the  next  step  up  j 
from  a  weekly.  We’re  a  Western  Communi-  | 
cations  newspaper.  Send  resume  to:  j 
Teresa  Tsalaky,  The  Daily  Triplicate,  312  H  i 
Street,  Crescent  City,  CA  95531 . 


EDITORIAL 


AGENCE  FRANCE-PRESSE,  the  international 
news  agency,  is  looking  for  an  English  Ian-  j 
guage  sports  journalist  in  Washington.  The  I 
post  will  be  available  as  soon  as  possible. 
Candidates  must  have  a  minimum  of  three  ! 
years’  experience  and  a  thorough  knowl-  ! 
edge  of  all  major  sports.  Knowledge  of  i 
Spanish  a  plus.  Please  send  applications  to  ; 
Francis  Kohn,  AFP  Chief  Editor,  1015  15th  i 
Street,  NW,  Suite  500,  Washington,  DC  , 
20005,  or  E-mail  to  francis.kohn@afp.com,  | 
or  stephane.ghazarian@afp.com.  1 


EDITORIAL 


ASSISTANT  CITY  EDITOR  I 

Telegraph  Herald,  Dubuque,  Iowa  | 

This  person  will  plan,  direct  and  execute  ! 
coverage  of  news  and  features  originating 
in  the  newspaper’s  designated  circulation 
area  and  develop  the  talents  and  skills  of 
employees  under  supervision.  Require¬ 
ments  include:  Bachelor’s  degree  or  equiva¬ 
lent,  minimum  five  years  of  newspaper  or  i 
related  media/communications  experience,  1 
some  supervisory  experience  preferred. 
Full-time  benefits  include  competitive 
salary,  employee  stock  ownership  plan, 
401  (k),  vacation/holiday  pay,  insurance  and 
continuing  education  assistance.  If  you  , 
want  to  work  for  a  family  owned,  j 
award-winning  newspaper,  please  send  a 
resume  to  one  of  the  following:  ! 

E-mail:bfarrey@wcinet.com  (ASCII  text  only)  ! 

or  FAX:(563)  588-5739  or  MAIL  to:  i 

Attn:  Employment/Compensation  Manager, 
Woodward  Communications  Inc. 

801  Bluff,  Dubuque,  lA  52001. 

All  qualified  applicants  encouraged  to 
apply.  EOE/AA. 


EDITORS 

Golfweek  has  openings  for  two  editors  in 
Orlando,  Florida. 

SCOREBOARD  EDITOR:  Entry-level  oppor¬ 
tunity  for  hard  worker  eager  to  break  into 
golf  journalism.  Compiles  scores,  statistics  ; 
and  reports  for  weekly  national  magazine  | 
and  Web  site.  Candidates  must  have  college 
degree  and  knowledge  of  golf,  newspaper  ' 
editing  techniques,  headline  writing, 
page  design  (QuarkXPress). 

ASSISTANT  EDITOR:  Key  inside  position 
with  national  leader  in  category.  Require¬ 
ments  include  minimum  5  years  daily  news-  ; 
paper  copy  editing  experience;  working 
knowledge  of  golf;  proven  commitment  to 
best  journalistic  practices.  Candidates  must 
demonstrate  versatility  and  savvy  news 
judgment;  have  a  knack  for  cajoling  the  , 
best  from  reporters.  t 

For  either  position,  send  resume  to: 

Dave  Seanor,  Editorial  Director,  Golfweek  ' 
1500  Park  Center  Dr.,  Orlando,  FL  32835 
Or  E-mail:  dseanor@golfweek.com  1 


COPY  EDITOR  ' 

Do  you  love  college  sports,  the  great  out¬ 
doors  and  good  journalism?  The  Knoxville 
News-Sentinel  has  it  all.  Published  in  the 
home  of  the  University  of  Tennessee  Vols  | 
and  the  Great  Smoky  Mountains,  the  Senti-  ■ 
nel  is  a  newspaper  on  the  move,  with  daily 
circulation  over  120,000,  a  new  editor  and  I 
a  $60  million  building  under  construction.  If  ' 
you  think  you’re  ready  to  make  the  jump, 
send  your  resume,  work  samples  and  refer-  i 
ences  to  Lara  Edge,  Managing  Editor,  P.O.  i 
Box  59038,  Knoxville,  TN  37950  or  E-mail:  ^ 
edge@knews.com 


GENERAL  ASSIGNMENT  REPORTER  I 
General  Assignment  reporter  for  43,000  I 
AM  in  a  metro  market  with  two  competitive 
daily  newspapers.  From  weather  stories  to  1 
in-depth  investigation,  we  want  an  enthusi¬ 
astic,  inquisitive  person.  Reporter  must  be 
aggressive  with  an  eye  for  telling  detail,  a 
careful  writer  who  can  brighten  the  page 
with  a  quirky  short  or  move  readers  with  a 
seamless  narrative.  Salary:  $24,180  to 
$37,960.  www.ydr.com.  Send  letter,  clips 
to  York  Daily  Record,  P.O.  Box  15122, 
York,  PA  17405.  EOE 


EDITORIAL 


MANAGING  EDITOR 

National  Catholic  Reporter  (NCR) ,  an  inde¬ 
pendent  news  weekly,  seeks  an 
experienced  journalist  for  the  position  of 
Managing  Editor.  NCR,  repeatedly  honored 
for  general  excellence  and  investigative  re¬ 
porting,  tackles  stories  within  the  church 
and  society  that  would  otherwise  go  untold. 
With  a  strong  international  component,  NCR 
gives  voice  to  alternative  views  on  issues 
within  the  wider  culture.  Candidates  must 
possess  good  editing,  writing,  and  organi¬ 
zational  skills.  Looking  for  a  newsroom 
leader  who  knows  how  to  produce  a 
vibrant,  compelling,  reader-friendly  newspa¬ 
per.  Five  years  of  journalism  experience,  a 
knowledge  of  contemporary  issues  facing 
Catholicism,  and  a  passion  for  issues  of 
peace  and  justice  essential.  The  managing 
editor  reports  to  the  editor  and  works  with 
in-house  writers,  reporter  and  stringers. 
Based  in  Kansas  City,  MO.  Send  resume  to: 
Publisher,  Managing  Editor  Search,  115  E. 
Armour  Blvd.,  Kansas  City,  MO  64111. 

FAX:  (816)  968-2280  .  E-mail: 
rlarivee@natcath.org. 

Urhwww.natcath.org.  EOE 


New  Times,  the  nation’s  largest  publisher 
of  alternative  newsweeklies,  has  an  immedi¬ 
ate  opening  for  an  experienced  writer  at  its 
hard-hitting  paper  in  Ft.  Lauderdale.  We 
want  a  reporter  who  understands  the  differ¬ 
ence  between  magazine-style  reporting  and 
the  hurried  fact-finding  of  daily  papers.  The 
ideal  candidate  will  be  able  to  create 
in-depth,  well-crafted  stories  that  explore 
the  issues,  events  and  personalities  of  their 
community. 

New  Times  publishes  magazine-style 
weekly  newspapers  covering  local  news, 
politics,  arts  and  music  in  Phoenix,  Denver, 
Miami,  Dallas,  Houston,  San  Francisco,  Los 
Angeles,  Ft.  Lauderdale,  Cleveland,  St.  Lou¬ 
is,  Kansas  City  and  Oakland.  We  offer  com¬ 
petitive  salaries  and  benefits.  Qualified  ap¬ 
plicants  should  send  cover  letter,  resume 
and  clips  to: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times 

P.O.  Box  5970,  Denver,  CO  80217 


MANAGING  EDITOR 

Publisher  in  Western  Suburbs  seeks  Manag¬ 
ing  Editor  for  two  business-to-business  pub¬ 
lications.  Journalism  degree,  chemistry 
background  a  plus.  3  years  experience  in 
editing  technical  writing  required.  Requires 
ability  to  handle  multiple  projects,  adher¬ 
ence  to  strict  deadlines  and  attention  to  de¬ 
tails.  Travel  required.  Send  resume  with 
salary  required  to: 

Box  2467,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


COPY  EDITOR 

The  Post-Star,  an  APSE  award-winning  daily 
in  upstate  New  York,  is  looking  for  a  copy 
editor  to  be  the  lead  designer  for  our 
sports  section.  This  person  will  be  involved 
in  all  aspects  of  page  layout  on  a  daily 
basis.  We  want  a  hard-working  individual 
who  is  ready  for  a  challenge.  Candidates 
may  send  a  resume  and  work  examples  to: 
Sports  Editor  Greg  Brownell,  The  Post-Star 
P.O.  Box  2157,  Glens  Falls,  NY  12801 


STAFF  WRITER 
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EDITORIAL 


EDITOR:  twice  weekly  newspaper,  fast 
growing  suburban  area,  south  zone  9. 
Must  love  to  write,  appreciate  local  news 
while  inspiring  staff  of  six.  fF^esume,  letter, 
salary  requirements  to: 

Box  2468,  Editor  and  Publisher  Classified, 
770  Broadway,  7th  Floor 
New  York,  NY  10003 
E-mail:  magicstone@mindspring.com 

NEW^EWTOR^and’P^'EDITOR^eeded 
for  daily  publication  covering  international 
Thoroughbred  racing  and  breeding.  News 
Editor  must  have  experience  in  news 
writing  and  editing,  with  a  knowledge  of  the 
Thoroughbred  industry  highly  preferred. 
Other  requirements  include  college  degree, 
PC  word  processing  skills,  management 
skills,  and  ability  to  work  on  deadline.  Expe¬ 
rience  with  QuarkXPress  and  page  design 
preferred  for  Page  Editor.  Duties  for  both 
positions  include  working  at  night  and  on 
some  weekends.  Please  send  resume  and 
cover  letter  with  salary  requirements  to: 

Department  MM 

P.O.  Box  8237,  Lexington,  KY  40503 


ENERGY  AND  ENVIRONMENT  REPORTER 
An  innovative  daily  newspaper  in  Idaho  is 
looking  for  an  Energy  and  Environment  re¬ 
porter  who  can  tell  stories  about 
everything  from  landfills  to  grizzly  bears, 
from  recycling  to  national  parks  and  also 
track  developments  at  the  INEEL,  a  major 
employer  and  DOE  facility.  We’re  looking 
for  a  reporter  who  likes  to  dig  for  stories 
and  track  trends  and  a  writer  who  can 
make  these  issues  interesting  and  relevant 
to  our  readers.  Great  benefits,  including 
employee  stock  ownership  plan.  Send  clips 
and  resume  to:  Margaret  Wimborne,  Assis¬ 
tant  Managing  Editor,  P.O.  Box  1800, 
Idaho  Falls,  ID  83404. 


EDITOR/DESIGNER 

The  Pueblo  Chieftain,  a  50,000-daily 
serving  SE  Colorado,  is  searching  for  a  tal¬ 
ented  editor  with  superb  design  skills,  or  . 
vice-versa,  to  step  into  its  recently  reorgan¬ 
ized  newsroom.  I’m  looking  for  a  creative,  i 
motivated  person  who  works  well  with  ^ 
others,  who  knows  when  to  hand  off  and 
when  to  dig  in  and  get  the  job  done.  Some  , 
supervisory  duties  are  included  in  this  posL  * 
tion.  Contact:  cwoodka@chieftain.com. 

LOOWNG  FOR  that 
EXCELLENT  CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a  , 
few  of  our  38  daily  newspapers.  We  have 
current  openings  in  Circulation,  Editorial, 
Advertising,  Production  and  more.  Check 
out  our  Career  Opportunity  page  at: 
www.ogdennews.com/opportunities 

ASSISTANT  NEWS/FEATURE  EDifORlor 
SND  redesign  award  winner  in  beautiful  up¬ 
state  New  York.  Our  35,000  circulation  dai-  ; 
ly  is  looking  for  midlevel  editor  with  strong  j 
design  skills  and  management  future.  ; 
Willing  to  tailor  your  strengths  to  our  job.  | 
Job  may  include  any  combination  of  daily  ; 
news  pages,  the  feature  section  or  respon-  ; 
sibility  for  entire  Sunday  section.  Please  ! 
send  resume  and  design  samples  to: 
Managing  Editor  Ken  Tingley,  The  Post-Star 
P.O.  Box  2157,  Glens  Falls,  NY  12801  j 
Or  E-mail:  tingley@poststar.com  j 


EDITORIAL 


POSITIONS  AVAILABLE 
The  Kentucky  New  Era  in  Hopkinsville,  KY, 
is  seeking  applications  for  a  SPORTS  EDI¬ 
TOR  and  a  COPY  EDITOR/PAGE  DESIGNER. 
The  New  Era  is  a  Monday-Saturday  newspa¬ 
per  serving  Christian,  Trigg,  Todd  and  Cald¬ 
well  counties. 

The  SPORTS  EDITOR  would  oversee  sports 
coverage  of  seven  area  high  schools,  an 
active  youth  league,  three  regional  universi¬ 
ties,  the  University  of  Kentucky  and  the 
Tennessee  Titans.  The  COPY  EDITOR  would 
assist  in  the  proof-reading  and  pagination 
of  the  daily  newspaper,  reporting  to  the 
Copy  Desk  chief. 

Salary  commensurate  with  experience,  ex¬ 
perience  in  and  connections  to  Kentucky 
would  be  considered  a  definite  plus.  Send 
resumes  and  clippings  to: 

David  L.  Riley,  Editor,  Kentucky  New  Era 
P.O.  Box  729,  Hopkinsville,  KY  42241 


MANAGING  EDITOR 


The  Fort  Wayne  (IN)  News-Sentinel,  a 
Knight  Bidder  paper,  is  looking  for  a 
solutions-oriented  managing  editor  to 
lead  our  reader-focused  PM  in  this 
two-newspaper  town.  The  ideal  candi¬ 
date  will  be  innovative,  willing  to  em¬ 
brace  the  community  and  a  solid  jour¬ 
nalist  with  demonstrated  leadership 
skills.  Tech  savvy  is  a  plus.  Send  a 
resume  and  a  one-page  letter  describ¬ 
ing  why  you  are  the  right  person  for 
the  job  to: 

Joe  Weller 

The  News-Sentinel 

P.O.  Box  102 
Fort  Wayne,  IN  46801 
Equal  Opportunity  Employer 


ADMINISTRATIVE 


ADMINISTRATIVE 


f 


MEDIATT 

managementXX 

Recruitment  Specialists 

Some  of  our  current  assignments: 

Retail  Advertising  Manager  -  l)ail>  newspapK-r  in 
.Midwest  (cireulation  jO.OtX)  to  WMKK))  needs  high 
energ)  manager  with  strong  creative  and  pntmotional 
skills  to  oversee  ~  to  I  t  salespeople;  hiring  and  training 
experience;  S'tMKK)  to  SHtMHK)  compensation  range. 

Cla.ssifled  .Manager  -  Florida  daily  (circulation  IlNl.INKi 
to  I.AO.OO)  needs  motivated  leader  to  help  dri\e  classified 
activities  and  staff:  goal  oriented;  total  compensation  in 
the  SSO.tXK)  to  S‘X).(KX)  range 

Chief  Financial  Officers  -  Daily  newspaper  in  far  West 
and  .Midwest  seek  talented  top  financial  manger;  CPAs 
preferred;  great  opportunities;  compensation  in  the 
six-figure  range. 


Contact  us  if  you  have  a  recruitment  need... or 
send  your  resume  for  current  or  future  openings. 
1605  Colonial  Parkway,  Suite  240  ■  Inverness,  IL  6006"’ 
847,963.9300  ■  mni2@voyager.net  ■  fax  847.934.( 


i.66(r 
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EDITORIAL 


EDITOR,  SPORTS  WRITER  AND  GENERAL 
ASSIGNMENT  REPORTERS.  Exciting  oppor¬ 
tunity  at  start-up  weekly  newspaper  in 
25,000-1-  Wisconsin  city.  Experienced  only. 

Cover  letter,  resume  and  clips  to: 

Box  2471,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

MIDWEST  REPORTER:  CHICAGO  OFFICE 
2+  years  news  reporting  and  feature 
writing  experience  with  track  record  of 
working  under  tight  deadlines.  Prefer  expe¬ 
rience  in  covering  TV  advertising  business, 
teleproduction,  filmmaking.  Send  resume, 
salary  history,  and  clips  to:  SHOOT,  Dept. 
BG,  5055  Wilshire  Blvd.  Los  Angeles,  CA 
90036.  FAX:  (323)  5250275. 

NO  PHONE  CALLS 


MANAGING  EDITOR  &  REPORTER 
The  Clarksdale  (MS)  Press  Register,  a 
6,200  PM  daily  in  the  heart  of  Mississippi 
Delta  blues  country,  one  hour  south  of 
Memphis,  seeks  a  managing  editor  to  lead 
our  award-winning  team  of  six  to  new 
heights.  We  also  need  a  general  assignment 
reporter.  Send  resume,  work  samples 
to;  Steve  Stewart,  editor  and  publisher, 
P.O.  Box  1119,  Clarksdale,  MS  38614. 


TRAVEL  EDITOR 

The  Columbus  Dispatch,  an  award-winning 
newspaper  in  Ohio’s  capitol  city,  also 
named  one  of  the  “10  that  do  it  right”  by 
Editor  and  Publisher,  is  seeking  a  Travel  Ed¬ 
itor.  This  person  is  responsible  for  writing, 
selecting  and  editing  stories  and  columns 
for  the  Travel  section.  Collects  and 
analyzes  information  about  travel-related 
topics  and  visits  notable  sites.  Writes  sto¬ 
ries  or  assigns  stories  to  be  written  by  free¬ 
lance  writers.  Candidate  must  possess  ex¬ 
cellent  writing  skills  and  welFdeveloped 
journalistic  style.  At  least  five  years  experi¬ 
ence  in  newsroom  writing  and/or  editing  is 
preferred.  Bachelor’s  degree  in  journalism 
or  related  field  preferred.  Proficiency  with 
computers  is  required.  Equivalent  combina¬ 
tions  of  education  and  experience  will  be 
considered. 

If  you  are  interested,  please  send  a  cover 
letter,  resume  and  clips  to: 

The  Columbus  Dispatch 
Human  Resources  Department 
34  South  Third  Street 
Columbus,  OH  43215 


INFORMATION  SYSTEMS 
IS  MANAGER 

Newspaper  publisher  (one  daily,  9  week¬ 
lies)  seeks  Information  Systems  Manager 
located  in  beautiful  Auburn,  CA. 
Multi-platform  environment.  Resume,  letter, 
salary  history :  hr@goldcountrymedia.com. 


MARKET  RF.SF^CH 
RESEARCH  MANAGER 

We’re  seeking  a  professional  individual  to 
develop  market  research  objectives  to  im¬ 
prove  the  organization’s  markehng  position, 
and  implement  programs  to  meet  strategic 
goals  in  obtaining  strong  subscription,  ad¬ 
vertising  and  readership  growth. 

The  individual  will  work  closely  with  all  de¬ 
partment  personnel  and  members  of  the 
business  community  in  developing  a  solid 
and  effective  plan. 

Bachelor’s  degree  (B.A.)  and  a  minimum  of 
four  years  related  experience,  irvdepth 
knowledge  of  survey  research, 
demographic  analysis  and  specific  newspa¬ 
per  experience  including  trends,  external 
conditions  and  research  required. 

Excellent  oral  and  written  communication 
skills,  highly  developed  people  skills  and 
demonstrated  time  management  skills  re¬ 
quired.  Basic  computer  knowledge  and  fa¬ 
miliarity  working  with  spreadsheet 
programs  necessary. 

401(k),  Medical,  Pension,  Dental  plans, 
paid  personal  leave,  paid  life  insurance  and 
paid  vacation.  Please  send  resume  to: 
Human  Resources  Department 
South  Jersey  Publishing  Company 
1000  W.  Washington  Avenue 
Pleasantville,  NJ  08232 
EOE,  M/F/H 

"TIu*  iicwspajXT can  Ivconu-  rlu*  nnk  of 
the  coniiminiiy.  separatini*  \\aitT<o»iler 
talk  from  the  truth." 

-l>an  R.uIkt,(Ks  .uxihtr. 


U  s  a  Classified  Secret  We  i!  never  reveal  the  identity  of  an  E&P  box  holder.  If  you  don  l  want  your  reply  to  go  to  certain  newspapers  (or  companies),  seal  your  reply  in  an  envelope  addressed  to  the 
Classified  .'Advertising  Department  with  an  attached  note  listing  the  newspapers  or  companies  you  do  not  want  the  reply  to  reach.  If  the  Box  Number  you  re  answering  is  on  your  list,  ^e  II  discard  your  reph 
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ONLINE  SYSTEMS 


ONLINE  DIRECTOR,  JERUSALEM  POST 
LOCATION:  Jerusalem  Post, 
Jerusalem,  Israel 

DESCRIPTION:  The  Jerusalem  Post  is  seek¬ 
ing  a  creative  and  motivated  Online  Director 
to  manage  its  Web  Site  at  www.jpost.com. 
This  individual  will  be  responsible  for  ensur¬ 
ing  both  the  editorial  and  commercial  suc¬ 
cess  of  the  Jerusalem  Post's  Internet  oper¬ 
ations,  with  the  goal  of  making  the  Jerusa¬ 
lem  Post  Web  Site  the  leading  destination 
for  online  news  and  features  about  Israel 
and  the  Jewish  world.  The  successful  can¬ 
didate  will  bring  together  a  blend  of  skills, 
including  the  ability  to  manage  and  expand 
a  successful  Web  business,  work  closely 
with  newspaper  journalists  and  sales  staff, 
and  implement  e-commerce  and  advertising 
programs. 

QUALIFICATIONS:  You  should  have  had  di¬ 
rect  experience  managing  a  Web  operation, 
and  possess  three  to  five  years  of  manage¬ 
ment  experience  with  budget 
responsibilities.  Familiarity  with  new  media 
trends  is  essential,  as  is  a  firm  grounding  in 
Internet  technology.  Experience  in  develop¬ 
ing  business  relationships  and  negotiating 
contracts  is  a  strong  plus.  A  background 
in  newspapers  or  other  media  would  be 
valuable. 

RESPONSIBILITIES:  The  online  director's  re¬ 
sponsibilities  include: 

•  Developing  a  strategic  plan  for  the  Jeru¬ 
salem  Post's  Web  operations 

•  Managing  a  team  of  content  developers, 
technology  specialists  and  Internet  sales 
representatives 

•  Developing  advertising  sales  and  revenue 
generation  for  the  site 

•  Coordinating  production  of  editorial  and 
commercial  content 

•Creating  a  comprehensive  budget  and 
business  model  for  the  site,  and  in  collab¬ 
oration  with  other  Hollinger  Web  opera¬ 
tions 

•  Developing  and  implementing  an 
e-commerce  plan 

Resume  to: 

Online  Director  Competition 
The  Jerusalem  Post 
Suite  334 

Hollinger  International,  Inc. 

401  N.  Wabash,  Suite  740 
Chicago,  IL  60611 
E-mail:  stephen@jpost.co.il 


PRESSROOM 


NORTHWEST  TENNESSEE  Commercial 
printer  looking  for  PRESSMEN.  4  HI,  GOSS, 
or  compatible.  Experience  a  must.  Please 
send  resume  to: 

P.O.  Box  430PM,  Union  City,  TN  38281 


E&P'S  CLASSIFIED 

the  newspaper 
•^industry's  meetings^ 
place. 

888.825.9149  ||! 


PRESSROOM 


PRESSROOM  MANAGER 
The  Corpus  Christi  Caller-Times  is  seeking 
I  a  Pressroom  Manager.  This  position  is  re-  ' 
!  sponsible  for  maintenance  and  repair  of  a  ' 
i  Goss  Metro  Press  (9  units/5  decks)  and  re-  ! 
i  lated  production  equipment  in  the  | 
I  pressroom  and  platemaking.  Schedules,  i 
trains  and  monitors  performance  to  meet  ‘ 
I  Caller-Times  goals  which  include  newsprint 
j  waste  and  color  reproduction.  Maintains  an 
j  inventory  of  required  supplies  to  maintain  | 
.  production. Responsible  tor  health  and  safe-  j 
;  ty  administration.  Circulation:  size  68,000  | 

i  daily  and  88,000  Sunday.  Reports  to  VP  of  | 
Operations.  ' 

Individual  must  have  five  years  experience  i 
I  on  offset  press  and  some  double  wide  off- 
:  set  press  experience.  A  minimum  of  two 
!  years  prior  pressroom  management  experi- 
!  ence  a  must. 

i  If  you  are  looking  for  a  challenging  custom- 
j  er-driven  work  environment,  come  join  our 
'  winning  team.  The  Caller-Times,  8  times  ‘ 
I  voted  Best  Newspaper  in  the  Southwest  in  j 
'  its  circulation  category  by  the  Press  Club  of  j 
i  Dallas,  offers  its  employees  a  highly  com- 
'  petitive  pay  plan  and  a  comprehensive  ben-  ! 
:  efits  package,  as  well  as  a  work  environ-  I 
ment  conducive  to  personal  and  profession-  ! 
al  growth.  Send  a  resume  to:  I 

i  Human  Resource  Department 
j  Corpus  Christi  Caller-Times 

I  820  N.  Lower  Broadway 

Corpus  Christi,  TX  78401 
Fax:  361-884-5357 
E-mail:  cthr@caller.com 
or  Call  Ron  Ferriby,  VP  of  Operations 
(361)8864350 

We  are  an  Equal  Opportunity  Employer.  | 


SALES 


SINGLE  WIDTH  PRESS  SALES  ' 
Press  supplier  serving  the  single  width  ; 
newspaper  and  semi-commercial  print  mar¬ 
ket  seeks  experienced,  results  orientated 
regional  sales  manager  for  several  geo¬ 
graphical  markets  throughout  North 
■  America.  Product  range  includes  models  i 
with  competitive  features,  various  cut-off  | 
,  sizes,  and  several  speed  ranges.  Success-  ' 
I  ful  sales  campaign  for  adding  “compact”  ' 
;  four  color  units  to  existing  population  of  ! 
i  Goss  Community,  Harris  VI 5A,  King  and  i 
Dev/Tensor  presses  requires  immediate 
sales  force  expansion.  Earnings  can  easily 
exceed  six  figures.  Please  contact: 
j  PacSys,  Inc.  12  Roosevelt  Avenue,  Mystic, 

1  CT.  06355.  Phone:  (860) -536-1398. 

,  Fax:(860)  536-5221 

i  E-mail:  pacsysmd@aol.com. 


“The  Future  is  called  “perhaps,” 
which  is  only  possible  thing  to  j 
cttll  the  future.  And  the  impor-  i 
tant  thing  is  not  to  allow  that  to  I 
scare  you.” 

-Tennessee  Williams 


SALES 


SALES  EXECUTIVE 

Established  newspaper  group  of  i 
daily/weekly  publications  looking  for  a  lead-  [ 
er  with  newspaper/shopper  experience.  Ap¬ 
plicants  must  have  thorough  knowledge  of 
advertising  sales  and  a  proven  track  record 
as  either  a  senior  sales  executive  or  adver¬ 
tising  manager,  preferably  in  small  to 
mid  size  daily/weekly/shopper  or  group. 
Competitive  salary-  excellent  benefits.  If 
you  are  looking  for  career  growth  and  like 
the  idea  of  living  in  communities  of  5,000 
to  10,000  population,  close  to  larger 
cities,  but  still  maintaining  the  small  town 
feel,  send  your  resume  with  salary  history 
to: 

Joan  R.  Williams 
Community  Media  Group,  Inc. 

FAX:  (618)  932-3848 
E-mail:  rickiw@urlocalmedia.com 


[~  JVis'lYS  iiuiL’i’s  the  clifl'eivuce.  \  ! 


ADMINSTRATIVE 


PUBLISHER'S  CONSULTANT 
Can  help  fix  any  problems  in  circulation,  ad¬ 
vertising,  editorial  and  administration,  or 
pre-press  to  print.  Able  to  re-energize  oper¬ 
ations  or  start-up  new  editions/publications 
and  train  personnel  to  turnkey  status.  Avail¬ 
able  for  short-  or  long-term  projects  as  the 
I  publisher's  right  hand.  Over  thirty  years  ex- 
I  perience  in  daily,  weekly,  and  TMC  publica¬ 
tions.  All  services  confidential. 

Call  Michael  Bradley  at  (508)  563-2835 
Or  E-mail:  mbradley.capecod@verizon.net 


EDITORIAL 


PROOFREADER:  Seeks  home  work  to  read 
galley/page/computer  printout  proofs.  Call: 
(304)  229-6958 

SHARP,  HUNCTryLiNTI^^^  feature/  enter¬ 
tainment  writer  seeks  dream  job  at  daily 
with  guts.  Brian:  (920)  435-8248  or 
dexcornell87@yahoo.  com 


CLASSIFIED  ADVERTISING  INFORMATION 


Tuesday  at  noon  (EST)  for  the  next  Monday’s  issue. 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 

HELP  WANTED  ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $12.75 

2  weeks . 

. $11.85 

3  Weeks . 

.  $10.45 

4  weeks . 

. $ 

8.80 

1 2  weeks  . 

. $ 

8.40 

26  weeks  . 

. $ 

7.50 

39  weeks  . 

. $ 

7.25 

52  weeks  . 

. $ 

6.90 

1  week . 

.  $11.70 

2  weeks . 

.  $10.30 

3  Weeks . 

. $ 

9.00 

4  weeks  . 

. $ 

7.70 

12  weeks  . 

. $ 

6.80 

26  weeks  . 

. $ 

5.95 

39  weeks  . 

. $ 

5.60 

52  weeks . 

. $ 

5.25 

DISPLAY  AD  RATES 


Camera-ready  veloxes;  Furnish  same  size  camera-ready,  otherwise  a  scanning 
charge  may  be  incurred.  All  halftones  must  be  a  maximum  133-line  same  size 
velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For  instruc¬ 
tions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 


1  week  . 

.  $139 

12  weeks  . 

.  $  108 

2  weeks  . 

.  $126 

26  weeks  . 

.  $  103 

3  Weeks  . 

.  $120 

39  weeks  .... 

.  $  97 

4  weeks . 

.  $115 

52  weeks  . 

. $  92 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis.  Contracts 
are  non-cancellable.  All  ads  from  new  advertisers  must  be  pre-paid  prior  to 
deadline:  advertisers  with  a  payment  record  in  good  standing  may  be  billed. 
Deadline  is  Tuesday  prior  to  Monday  Publication.  Cash,  check,  VISA, 
MasterCard,  and  American  Express  accepted.  All  ads  require  a  signed 
insertion  order,  and  all  ad  copy  must  be  submitted  in  writing  via  mail,  e- 
mail,  or  fax.  We  reserve  the  right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following  information: 
1 .  Name.  2  Company,  3  Mailing  Address,  4.  Phone,  5.  Ad  Classification,  6.  No.  of 
insertions. 

Or  Place  your  ad  online  at  www.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures 

Mail:  Editor  &  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 

TOLL  FREE:  888  82S-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss@editorandpublisher.com 

MICHELE  MACMAHON  (  EMPLOYMENT  -  CENTRAL  *  WESTERN  U.S.) 

mmacmahon@editorandpublisher  com 

MICHELE  GOLDEN  (SERVICES  ALL  OTHER  CATEGORIES) 
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Find  The  Information  You  Want  Instantly 

Access  the  Year  Book  information  instantly  with  a  fully 
indexed,  searchable  database  that  allows  you  to  target  the 
newspaper  industry  segments  you  need. 

It's  Easy,  It's  Fast 

The  simple,  menu-activated  search-and-display  capability  of 
our  CD-ROM  makes  finding  data  and  compiling  lists  easier 
than  ever. 

Search  By  Any  Field 

Your  options  are  limitless!  Search  newspapers  by  equipment 
use,  sort  by  publication  days  or  rank  by  circulation.  Search  for 
special  topic  editions.. .and  much  morel 

Exportable  Data  For  Mail  Merge 

All  the  information  can  be  exported  to  your  PC  in  a  wide  range 
of  file  formats,  including  tab  or  comma  delimited.  Customize 
mailing  lists  for  each  of  your  communications  projects  and 
import  the  data  into  your  contact  management  software. 


CD-ROM  Sections 

The  Year  Book  CD-ROM  includes 
all  the  Year  Book  data  for  U.S. 

Dailies,  U.S.  Weeklies,  Canadian 
Newspapers,  Foreign  Newspapers 
and  Mechanical  Equipment  sections 
names  of  contacts  and  their  areas  of 
responsibility,  plus  other  critical  information 
about  newspapers,  newspaper  suppliers  and 
service  companies. 


SYSTEM  REQUIREMENTS:  Windows  95,  98  and  NT  -  32  MB  of 
RAM  minimum,  SVGA  Monitor  or  higher,  10  MB  available  hard 
drive  space.  Macintosh  -  MACINTOSH  PLUS  or  higher,  OS  V6.0.7 
or  later,  2.5  MB  RAM  minimum,  2  MB  available  hard  drive  space. 
DOS  -  VGA  monitor  or  higher,  DOS  3.3  or  higher,  Microsoft 
CD-ROM  extensions,  640K  RAM,  3MB  available  hard  drive  space. 


CD-ROM  WITH  EXPORT  CAPABILITIES  :  $895 

For  more  information  or  to  order  call  Randy  Larsen  Jr.  (800)336-4380  or  order  online  at  www.editorandpublisher.com 
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WIREPROVISIIONNET 

The  Associated  Press,  upon  whose 
stylebook  much  of  civilization  depends, 
will  be  releasing  “The  Associated  Press 
Guide  to  Internet  Research  and 
Reporting"  in  February  to  apply  some 
of  its  rules  of  order  to  the  online  world. 
The  176-page  book,  edited  by  Norm 
Goldstein,  headman  of  the  offline  “AP 
Stylebook,”  offers  more  than  grammar, 
usage,  and  punctuation  law.  The  guide 
will  cover  researching,  fact  checking, 
citations,  and  copyright  information. 

The  $15  paperback  will  be  published 
by  Perseus  Books.  The  tone,  at  least  in 
the  introductory  chapters,  is  informative 
yet  wry,  making  allusions  to  the 
Internet’s  use  of  hypertext,  the  central 
nervous  system  of  the  Web,  and  to 
hypertension,  the  nervous  condition  of 
editors  from  the  invention  of  the 
telephone  and  Teletype  to  the  present 
day.  The  introduction  is  also  fascinating 
in  its  recollection  of  the  earliest  days  of 
computers  and  news  organizations: 

The  AP  used  its  first  computers,  IBM 
1620s,  in  the  early  1960s  to  run  stock 
and  financial  data. 

The  new  book  explains  how  to  use 
what  it  calls  “The  World’s  Best  Library" 
with  chapters  about  searching  the  Web, 
listservs  and  newsgroups,  and  computer- 
assisted  reporting.  As  the  book  says,  the 
basic  rules  of  accuracy,  clarity,  concision, 
fairness,  and  speed  remain:  “Journalism 
hasn’t  changed;  only  the  tools  have." 


The  synergy  between  Lee  Enterprises 
Inc.  and  CityXpress.com  Corp.  continues 
with  the  launch  of  “Our  Time,”  a  senior¬ 
living  special  section  that  will  be  launched 
by  all  28  Lee  newspaper  Web  portals  by 
the  end  of  the  year.  One  new  wrinkle  is  that 
“Our  Time"  will  also  be  a  print  supplement 
to  all  the  newspapers.  First  looks  are 
available  at  sites  including  madison.com. ... 
Osama  bin  Laden  isn’t  living  in  a  mere  cave 
—  he’s  in  a  mountain  fortress  George  Lucas 
would  be  hard-pressed  to  imagine.  Check 
out  the  fascinatingly  detailed  graphic  at 
The  Times  of  London  Web  site  (http://www 
.thetimes.co.uk).  Mr.  Bond?  We  have  an 
assignment  for  you,  007. 


ON  THE  LINE 


Tribune  Interactive’s  new  Oxygen-rich  environment  provides 
advertising,  editorial,  and  tech  support  from  coast  to  coast 


OXYGEN  is:  1)  A  CABLE  TV  CHANNEL 
and  Web  site  aimed  at  women. 

2)  In  short  supply  on  Mars. 

3)  The  internal  name  by  which  Tribune 
Interactive  refers  to  its  new  content 
management  and  publishing  platform. 

4)  All  of  the  above. 

If  you  guessed  “All  of  the  above,” 
congratulations:  Youll  be  a  contestant, 
along  with  the  rest  of  us,  in  “Survivor 
2002,”  in  which  editors,  publishers,  jour¬ 
nalists,  advertisers,  investors,  and  techies 
tr>'  to  figure  out  how  to  survive  in  a  world 
in  which  our  com¬ 


panies  and  our 
lives  are  turning 
into  our  own  pri¬ 
vate  Kandahars. 

Oxygen  is 
Tribune  Inter¬ 
active’s  means  of 
speeding  content 
to  11  of  its  newspa¬ 
per  sites,  using  a  uniform  though 
flexible  platform  with  centralized 
support,  so  a  glitch  in  Orlando  or 
a  gremlin  in  Los  Angeles  can  be 
eliminated  by  a  tech  team  operating  from 
Tribune  Co.  headquarters  in  Chicago. 

It  was  only  last  year,  after  all,  that 
Tribune  bought  Times  Mirror  Co., 
expanding  its  English-language  newspaper 
Web  sites  to  11  from  four.  “What  we 
wanted  to  do  in  the  spirit  of  the  merger  was 
to  operate  more  efficiently,  getting  all  the 
newspaper  sites  using  the  same  basic  plat¬ 
form,”  said  Rebecca  Brown,  Tribune  Inter¬ 
active  director  of  product  development. 

It  makes  for  a  good  match. 

The  Los  Angeles  Times,  The  Sun  in 
Baltimore,  and  Newsday  in  Melville,  N.Y., 
were  already  great  newspapers,  but  online 
development  lagged  under  shortsighted 
Times  Mirror  management.  (Exception: 
The  Hartford  [Conn.]  Courant,  with  its 
innovative,  statewide  ctnow.com  partner¬ 
ships.)  The  Chieago  Tribune  and  Tribune’s 
Florida  papers,  the  Orlando  Sentinel  and 
South  Florida  Sun-Sentinel  in  Fort  Laud¬ 
erdale,  were  ahead  of  the  curve  in  leverag¬ 


ing  their  newspaper,  TV,  and  Web  assets. 

Brown,  a  former  “Arts  &  Entertain¬ 
ment”  editor  at  the  Sentinel  and  Tribune, 
sees  Oxygen  enriching  the  sites  by  making 
quality  journalism  from  each  of  the  papers 
and  sites  available  to  all  the  others  with 
the  push  of  a  button. 

Tbe  uniform  platform  is  a  boon  to  the  ad 
sales  staffs  as  well.  What  Brown  calls  “the 
right  rail”  on  each  four-column  site  is  for 
advertising,  and  there  are  accommodation 
for  banners  in  the  header  and  footer  areas 
as  well  as  section  sponsorship  opportunities 
at  the  top  left  of  each  site’s  home 
page.  Smaller  sites  may  be  the  first  to 
benefit  most.  Tribune’s  two  small 
Connecticut  dailies,  Greenwich  Time 


^  switch  in  Orlando 
\  or  a  gremlin  in  Los 

BY  WAYNE  ROBINS  Angelescanbe 

eliminated  by  a  tech  team 
at  headquarters  in  Chicago. 


and  The  Stamford  Advocate,  had  neither 
the  technical  nor  the  editorial  resources  of 
the  larger  papers.  I’he  Shared  News  group, 
out  of  Chicago,  packages  photos,  text, 
and  multimedia  from  each  Tribune  paper 
and  site  for  use  on  any  of  the  sites  for  an 
enhanced  experience.  “It  was  a  perfect  plat¬ 
form  to  increase  performance  in  back-room 
efficiency  while  providing  our  viewers  with 
a  terrific  online  experience,”  said  Charlie 
Ponger,  interactive  general  manager  at 
Tribune’s  Southern  Connecticut  News¬ 
papers  Inc.,  which  have  a  combined  daily 
circulation  just  under  40,000.  “We’re  a 
staff  of  four,  and  it  looks  and  feels  like  we 
have  15  or  20  in  the  back  room.” 

Tbe  Connecticut  papers  can  also  post 
items  from  nearby  Newsday  s  deeper 
well  of  sports  and  news  staff’s.  They  are 
just  a  stone’s  throw  across  Long  Island 
Sound,  with  converging  regional  interests. 
Now  they  have  a  virtual  bridge:  more 
traffic,  no  fiimes.  11 
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Info  highway  no 
news  speedway 

Readers  want  sites  to  break  the  news; 
online  staffers  want  to  break  for  lunch 


IT  HAS  ALWAYS  BEEN  DIFFICULT  FOR 
journalists  to  balance  time  versus 
accuracy  when  it  comes  to  breaking 
news.  Lots  of  us  say  that  we  would 
rather  be  right  than  first.  Accuracy,  after 
all,  is  a  hallmark  of  good  journalism.  But 
then  there  are  those  pesky  deadlines  that 
get  in  the  way  of  our  lofty  ideals. 

There  are  a  lot  of  stories  we  rush  to 
publish  when  we  wish  we  had  a  little  more 
time  to  contact  one  more  source;  time  to 
confirm  one  more  piece  of 
information;  time  to  do  one 
more  writethru.  We  all  weigh 
the  consequences  of  our 
coverage  with  the  issues  of  the 
fluidity  of  breaking  news. 

The  printing  and  distribu¬ 
tion  needs  of  newspapers  cut 
into  valuable  time  to  get 
things  right  and  keep  them 
timely.  Wire  services  and 
broadcasters  juggle  the  chal¬ 
lenges  of  reporting  on  the  fly 
as  events  are  in  progress.  And 
then  there’s  the  Internet. 

Our  publishing  world  has  changed:  Each 
newspaper  with  an  online  site  has  multiple 
missions.  Sometimes,  when  big  news 
breaks,  the  local  newspaper  site  can  provide 
the  latest  information.  Recent  events  have 
seen  the  Web’s  big  boys  —  ABCNews.com, 
CNN.com,  The  New  York  Times  on  the 
Web  —  slow  down  or  clog  up  when  too 
many  visitors  hit  at  the  same  time. 

But  many  print  journalists  don’t  know 
what  to  make  of  online  publishing.  Its 
deadlines  are  neither  fish  nor  fowl.  Online 
publishing  has  broadcast’s  immediacy, 
but  its  words  and  pictures,  like  those  in 
newspapers,  can  linger  on  PC  screens  long 
after  a  breaking  story  has  been  updated. 


Online  news  is  truly  a  new  and  evolving 
form  of  publishing.  While  we  struggle  to 
make  our  coverage  both  accurate  and 
timely,  our  Internet  customers  are 
developing  their  own  expectations  of 
what  they  want  from  a  publishing 
medium  that  offers  “news  on  demand.” 

The  Onhne  News  Association  will  soon 
be  releasing  its  “Digital  Journalism  Credi¬ 
bility”  study  that  asked  the  online  public 
what  it  expects  from  digital  news.  When  it 
comes  to  ranking  the  credi- 
bihty  of  a  Web  news  site,  the 
online  pubhc  said  timely 
information  was  the  most 
important  factor.  However, 
when  it  comes  to  rating  the 
credibility  of  a  Web  news 
story,  the  online  public  ranked 
accuracy,  completeness,  and 
fairness  as  the  most  important 
factors.  So,  like  the  journalists, 
they  want  it  both  ways. 

Many  online  editors  are 
struggling  with  increased 
urgency  to  “publish  now,”  especially  in  the 
aftermath  of  the  Sept.  11  terrorist  attacks 
and  the  anthrax  scare.  According  to  the 
Pew  Research  Center  for  People  and  the 
Press  (http://www.people-press.org), 
two-thirds  of  the  public  are  now  more 
generally  interested  in  news  than  before 
the  attacks.  And  13%  of  them  are  using 
the  Internet  as  their  primary  source  for 
news  about  the  war  on  terrorism. 

What  are  the  challenges  then  for 
newspaper  companies  publishing  both 
in  print  and  online?  Probably  the  same 
three  issues  that  have  been  bewitching 
publishers  for  decades: 

•  People.  Do  your  reporters  and  edi¬ 
tors  understand  the  two  media  they  work 


www.editorandpublisher.com 


in  and  the  customers  they  are  serving? 

•  Process.  When  was  the  last  time 
you  looked  at  how  news  copy  flowed?  Or 
examined  deadlines? 

•  Technology.  Are  you  losing  valuable 
time  to  get  things  right  because  your  print 
publishing  machines  aren’t  linked  to  your 
online  publishing  systems? 

Listen  to  the  publishing  roadblocks 
that  one  online  editor  related  to  me:  “Our 
systems  don’t  ‘talk’  to  each  other ...  unless 
we  develop  our  own  Web-based  tools  to 
bridge  the  gap.  We  have  to  do  lots  of  dual 
publishing,  often  entering  the  same  text, 
photos,  video,  etc.,  multiple  times.  No 
one  in  our  print  or  broadcast  newsrooms 
can  update  online,  so  during  off-hours, 
all-staff  meetings,  etc.,  we  are  only  as  fast 
as  it  takes  to  reach  someone.” 

Still  there  are  many  online  editors  who 
are  proud  of  the  systems  and  methods 
they  have  developed  to  publish  new 
content  on  their  Web  sites.  But  those 
efforts  are  more  about  the  need  to  solve 
an  online-technology  problem  than  to 
create  an  integrated  newsroom  solution. 

When  publishing-system  vendors 
introduced  us  to  the  concept  of  “author 
once,  publish  many  places,”  the  commonly 
held  belief  was  that  we  did  not  need  to 
worry  about  ways  to  break  publishing 
speed  harriers.  Rather,  we  wanted  tools 
that  would  organize  the  data.  We  were  still 
focusing  on  the  print-centric  world. 

Today  we  need  systems  that  not  only 
facilitate  the  “instant  publishing”  online 
sites  demand  but  also  manage  the  core 
economic  engine  —  the  printed  newspaper 
and  all  its  ink-on-paper  products.  It  will  be 
interesting  to  see  whether  our  suppUers 
understand  the  importance  of  this  new 
facet  of  publishing  and  whether  they  will 
show  us  their  solutions  at  next  year’s  expos. 

One  problem,  howev'er,  cannot  be  fixed 
with  technology:  changing  the  culture  in 
the  newsroom.  Here’s  what  one  online 
editor  told  me:  “The  biggest  challenge  is 
convincing  the  reporters  that  breaking 
news  takes  a  higher  priority  than  lunch 
with  a  friend  or  a  workout  at  the  gym.  The 
around-the-clock  publishing  cycle  still  is  a 
difficult  concept  to  communicate  and 
enforce.”  Amen.  11 


Finberg,  managing  director  of  Finberg- 
Gentry,  the  Digital  Futurist  Consultancy, 
will  begin  a  term  of  sendee  next  month 
as  a  Presidential  Scholar  in  Residence, 
focusing  on  new  media,  at  the  Poynter 
Institute  in  St.  Petersburg,  Fla. 
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‘Nasty’  network  news 


Client/server  model  keeps  on  chugging, 
over  an  increasingly  complex  cloverleaf 


WE  RECENTLY  TANGLED 
with  a  nasty  problem 
in  our  classified- 
advertising-system 
network  that  took  us  more  than  t^\'0 
weeks  to  wrestle  to  the  ground.  Groups 
of  PC  workstations  were  randomly  losing 
their  connections  to  the  server.  We  were 
able  to  reconnect  them  without  too  much 
trouble,  but  the  problem  continued  to 
plague  us.  Needless  to  say,  it  was  very- 
annoying  for  users  taking  ads. 

As  we  painstakingly  worked  to  identify 
and  isolate  the  problem,  users  and  their 
managers  pleaded  for 
relief  and  questioned 
why  it  was  taking  so 
long  to  solve  the 
mystery.  Ultimately, 
we  determined  we  were 
fighting  more  than 
just  one  problem,  but 
some  changes  to  a 
central  switch  in  the 
network  finally  seemed 
to  put  us  right. 

Nevertheless,  the 
question  posed  by  system 
users  is  legitimate:  Why  was  it  so  difficult 
to  track  down  the  culprit? 

The  answer  lies  in  the  growing  com¬ 
plexity  of  computer  networking  —  not 
only  at  newspapers  but  in  all  businesses. 

A  better  understanding  of  the  parts 
under  the  hood  can  help  frustrated 
executives  understand  what  is  happening. 

In  the  1970s,  computer  systems 
consisted  of  “dumb”  terminals  connected 
to  a  central  brain,  the  mainframe. 
Communication  and  interaction  between 
the  mainframe  and  the  terminals  was 
straightforward  —  cables  generally 
connected  the  workstations  directly  to 
the  main  box.  When  things  went  wrong, 
there  were  a  limited  number  of  places 
to  look  for  the  problem. 

With  the  introduction  of  personal 
computers  in  the  1980s,  a  new  scheme 


was  needed  to  enable  these  self-standing 
machines  to  talk  to  each  other.  This 
new  scheme  would  have  to  allow 
communication  among  many  different 
brands  of  machines  running  a  variety 
of  operating  systems.  The  solution  was 
the  emergence  of  a  number  of  standards, 
or  protocols,  that  spelled  out  how  com¬ 
puters  would  send  data  to  each  other. 

Several  companies,  such  as  Banyan 
Systems  Inc.,  IBM,  and  Novell  Inc., 
introduced  solutions  for  networking  PCs 
and  pretty  soon  such  networks  were 
commonplace.  They  all  used  basically  the 
same  approach:  a  spe¬ 
cial  card  in  the  PC  to 
allow  communication 
with  other  machines, 
hubs  and  switches 
to  provide  central 
points  to  plug  things 
together,  and  lots  of 
wire  to  connect  it  all. 

Since  then,  this 
simple  scheme  has 
been  refined  and 
improved  to  the  point 
of  allowing  thousands 
of  w'orkstations  to  communicate  on  a 
network.  In  fact,  the  celebrated  Internet 
is  simply  a  grand  extension  of  this 
technology,  tying  together  computers 
from  around  the  w'orld. 

But  as  network  technology-  became 
more  sophisticated,  the  number  of  pieces 
and  parts  multiplied  like  rabbits  —  and 
the  components  became  vastly  more 
complex.  Whole  departments  are  now 
dedicated  to  the  care  and  feeding  of 
networks  that  are  critical  to  our  ability 
to  do  business. 

A  hundred  miles  of  bad  road? 

Our  network  staff  estimates  we  have 
installed  upward  of  30  miles  of  standard 
networking  cable  in  one  of  our  facilities 
since  1996.  In  addition,  we  maintain 
nearly  50  separate  computer  serv-ers  and 


another  60  miles  of  telecommunications 
cabling  in  the  same  building.  Multiply 
that  by  two  operational  centers,  two 
printing  plants,  and  assorted  district 
offices  —  and  you  begin  to  realize  the 
scope  of  what  we  are  dealing  w-ith. 

Hundreds  of  workstations,  connected 
to  various  servers  through  a  growing 
network  of  switches  and  routers,  direct 
communications  traffic  throughout 
the  enterprise.  To  further  complicate 
matters,  the  networks  in  our  facilities 
are  tied  together  via  data-transmission 
lines.  It  is  little  wonder  that  diagnosing 
problems  and  isolating  errant 
components  can  be  as  difficult  as 
mapping  the  human  genome. 

Networks  also  tend  to  grow  wild  from 
time  to  time.  As  workstations  and  servers 
are  added,  we  often  meet  immediate 
needs  by  adding  another  component  or 
changing  some  configuration  —  with 
every-  intention  of  returning  in  the  future 
with  a  more  permanent  solution. 
Meanwhile,  the  Band-Aids  mount, 
making  it  even  more  difficult  to  trace 
problems  w-hen  things  go  awry-. 

If  all  this  sounds  a  bit  defensive, 
well,  perhaps  it  is.  But  the  technology 
industries  must  recognize  the  growing 
complexity  of  network  science  and 
present  solutions  to  simplify  the  chaos. 
There  are  lots  of  new  tools  to  monitor 
and  trace  network  problems,  but  w-e 
are  still  far  from  foolproof  methods 
to  quickly  identify  network  failure 
points  and  correct  them. 

Computer  systems  have  evolved  like 
Tinkertoys.  Having  pieces  and  parts 
that  fit  together  to  suit  many  different 
business  environments  provides  great 
flexibility  and,  in  many  cases,  significant 
economies.  But  the  price  we  pay,  at 
least  for  now,  is  the  ongoing  burden 
of  keeping  the  swelling  miles  of  data 
highways  reliable  and  stable.  11 

Wolferman,  vice  president  of  information 
technology  for  the  Denver  Newspaper 
Agency,  has  spent  more  than  25  years 
as  a  newspaper  journalist,  editor, 
production  eaecutive,  and  information 
technologist. 
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King  Editor  in  Chief  Jay  Kennedy  said  the 
one-week  dip  resulted  from  standardizing 
deadlines,  not  electronic  transmission. 

Indeed,  digital  delivery  doesn’t  neces¬ 
sarily  shorten  comic  lead  times  because  it 
involves  “distribution,  not  production,”  said 
Tribune  Media  Services  Creative  Director 
Fred  Schecker,  noting  “newspapers  still 
want  as  much  as  they  can  in  advance.”  So 
TMS  talent  still  does  comics  four  to  six 
weeks  ahead.  And  Creators  Syndicate’s  lead 
time  has  held  at  about  three  weeks,  said 
Director  of  Operations  Lori  Sheehey. 

Sunday  comics,  because  of  color  and 
printing  requirements,  still  have  fairly 
long  lead  times  of  at  least  six  weeks. 

Why  do  even  topical  daily  comics  have 
longer  lead  times  than  editorial  cartoons? 

Lago  said  it’s  harder  for  a  newspaper  (or 
a  paginator  such  as  Reed  Brennan)  to 
assemble  many  comics  than  to  flow  an 
editorial  cartoon  into  a  page  of  mostly  text 

Salem  added  that  comics  need  to  be 
done  earlier  also  because  many  clients 


But  digital  delivery  has  shortened  them  for  some  creators 

BY  DAVE  ASTOR 

IN  THE  DAYS  IMMEDIATELY  AFTER  SePT.  11,  NEWSPAPER 

pages  exploded  with  content  about  the  attacks  on 
America.  But  things  remained  “so  9/10”  in  comic  sections, 
One  reason  is  that  the  vast  majority  of  strips  are 
designed  to  give  readers  a  daily  laugh  rather  than  focus  on 
current  events.  But  another  is  that  most  comics  are  created  weeks 
before  they’re  printed. 

Cartoonists  occasionally 
get  around  this  time  lag 
via  special  replacement 
strips.  For  instance,  some 

creators  did  substitute  comics  that 
referred  to  Sept.  11  or  to  replace 
strips  done  before  the  tragedy  that 
became  inappropriate  after  Sept.  11. 

And  there  are  artists  such  as 
Aaron  McGruder  (“The  Boon- 
docks”)  and  Garry  Trudeau 
(“Doonesbury”)  of  Universal  Press 
Syndicate  who  work  just  nine  days  ahead, 
so  they  didn’t  need  to  do  substitute  strips 
to  offer  timely  Sept.  11  commentary. 

Lead  time  for  even  nontopical  comics 
has  shrunk  a  bit  at  some  syndicates  since 
digital  delivery  began  growing  in  the 
mid-1990s.  Vice  President  for  Comics  and 
Graphics  Amy  Lago  said  United  Media’s 
daily  comics  go  from  artist  to  newspaper 
pages  in  about  3V2  rather  than  41/2  weeks. 


^  m/  Awxrr  '/waecka  > 
STOPS  ANP  TMlNkTS  AKXJT  VVMY 
.  S0M£  PtOPlE  tWTl  OS'?  . 


ISN'T  IT  iMTOtSTING  HOW  Aa  ^ 
THE  PlFFERENT  NEWS  CHANNas  HAVE 
COa  TniES  ANP  LOGOS  FOR  TOElR 
COVERAGE’  IT'S  AlAAOST  lllrt 
.  WATCHING  A  WiNiSERlES 


4  LETS  SK.  CHANNa  2  IS  > 
'AAAERICA'S  VENGEANU,'  CHANNE  12 
IS  'AWERICA  AT  WAR.'  ANP  CHANNa 
,  33  IS  'AAAERICA  STRlkTES  PACj«r ' 


POESNT  QOm  LENP  iTSaF 
TO  A  JOHN  WAUAAAS-STYIE 
IHEAAE  SONG.  POES  |T? 


With  its  short  lead  time,  “The  Boondocks”  offered  Sept.  11 -related  commentary  before  October  began. 

still  get  them  via  postal  mail. 

Several  executives  said  some  comic 
creators  procrastinate  so  much  that  setting 
deadlines  very  close  to  publication  could 
wreak  havoc  with  newspaper  schedules. 

The  ability  to  do  substitute  strips  can 
make  long  lead  times  more  palatable. 

“It’s  not  like  I  can’t  be  on  top  of  things  if  I 
need  to  be,”  said  King’s  Tom  Batiuk,  who 
did  a  special  week  of  “Funky  Winkerbean” 
about  Sept.  11  that  ran  Oct.  1-6.  Batiuk 
did  say  it  can  be  odd  doing  a  holiday  strip 
six  weeks  before  an  actual  holiday.  “I  cele¬ 
brate  Christmas  a  little  early,”  he  laughed. 

A  long  lead  time  can  have  its  benefits. 
Lago  recalled  a  woman  with  psychological 
problems  contacting  United  to  claim 
Charles  Schulz  was  using  “Peanuts”  to 
comment  about  things  currently  happen¬ 
ing  in  her  life.  “When  we  told  her  he  was 
doing  the  strip  three  months  in  advance,” 
said  Lago,  “that  stopped  her  cold!”  (1 


Universal  Executive  Vice  President  and 
Editor  Lee  Salem  said  “Doonesbury”  used 
to  be  done  two  weeks  ahead.  “Every  three 
or  four  years,  Garry  drops  a  day,”  Salem 
said.  The  average  lead  time  for  all  Univer¬ 
sal’s  daily  comics  is  now  two  to  three  weeks. 

King  Features  Syndicate  artists  do  daily 
comics  about  five  weeks  ahead,  down 
from  six  in  the  late  1980s.  (An  exception 
is  Bruce  Tinsley’s  topical  “Mallard  Fill¬ 
more”  at  three  weeks  before  publication.) 


Comics  bring  in 
nearly  $50,000 

Fifty-four  Thanksgiving  Day 
comics  with  themes  related  to  the 
events  of  Sept.  11  were  sold  for  $49,234 
on  Yahoo!  Auctions. 

“The  total  was  way  above  expecta¬ 


tions,”  said  David  Folkman,  comic  art 
coordinator  for  the  National  Cartoonists 
Society’s  auction  committee. 

The  top-selling  original,  at  $7,200, 
was  the  Nov.  22  “Mutts”  by  Patrick 
McDonnell  of  King  Features  Syndicate. 

Proceeds  from  the  auction  go  to  the 
September  11th  Fund. 
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SUN  IND  HOiy  6H0SIS 

MIKE  ELIASON,  SANTA  BARBARA  (CALIF.)  NEWS-PRESS 

T  WAS  A  NUN  HAPPENING  IN  CALIFORNIA  AS  FOUR  HOLY 
strollers  hit  Arroyo  Burro  Beach  at  sunset.  “The  next  day  was 
supposed  to  rain,  and  me  being  a  weather  geek  I  knew  the 
clouds  would  give  a  colorful  sunset,”  said  photographer  Mike 
Eliason.  “I  went  to  this  spot  because  it  always  has  folks  walking  along 
the  surf.  When  I  saw  these  four  nuns  a  couple  of  hundred  yards 
away,  I  caught  up  and  grabbed  a  few  frames.”  —  Greg  Mitchell 
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“O/?  mtj  God!  Arc  ijou  kidditog!*  This  is  crazij. 

-  LITA  ALBUQUERQUE,  DENOUNCING  THE  FIRING  OF  THREE 
“USA  TODAY”  STAFFERS  FOR  TRACING  GRAFFITI  ON  HER 
SCULPTURE  AT  GANNETT  CO.  INC.  HQ  IN  MC  LEAN,  VA. 


McGruder  &  Co.,  minus  Flagee  and  Ribbon 

Down  on  ‘The  Boondocks’ 

Perhaps  most  newspapers  believe  in  the  First 
Amendment  after  all.  At  least  three  daflies  this 
fall  pulled  some  episodes  of  “The  Boondocks” 
that  ventured  from  the  post-Sept.  1 1  media 
lovefest  for  President  Bush  and 
the  U.S.  war  on  the  Taliban.  But 
Universal  Press  Syndicate  reported 
that  none  of  the  comic’s  250  clients 
have  canceled  since  September. 

“It  could  have  been  a  lot  worse,” 
cartoonist  Aaron  McGruder  told  E&P.  ! 

In  the  latest  news,  Akron  (Ohio) 

Beacon  Journal  Public  Editor  Mike 
Needs  wrote  last  week  that  dozens  of 
readers  have  complained  about  “The 
Boondocks.”  Some  were  particularly 
upset  with  the  Thanksgiving  strip 
that  seemingly  compared  Osama  bin 
Laden  with  George  W.  Bush  (each  is 
“from  a  wealthy  oil  family,”  each 
“bombs  innocents,”  etc.). 

But  Needs  quoted  Managing 
Editor  Thom  Fladung  as  saying  he's 
keeping  “The  Boondocks”  because 
papers  should  run  a  variety  of  strips, 
McGruder  has  the  right  to  political 
dissent,  and  there  are  readers  who 
like  his  work.  And  if  readers  don't  like  it?  “Just 
skip  it,"  said  Fladung. 

In  a  humorous  touch,  some  anti-“Boondocks” 
readers  had  praised  the  paper  for  several  Octo¬ 
ber  episodes  in  which  the  comic  was  replaced 
by  “The  Adventures  of  Flagee  and  Ribbon.”  The 
readers  didn’t  realize  McGruder  himself  had  | 
drawn  it  and  was  satirizing  hyperpatriotism.  | 
“When  you  have  too  much  blind  patriotism,  bad  i 
things  can  happen,”  McGruder  said  last  week. 

Papers  that  temporarily  pulled  “The  j 

Boondocks”  this  fall  included  The  Dallas  \ 

Morning  News,  the  New  York  Daily  News,  and  | 
Newsday  in  Melville,  N.Y.  McGruder  said  their  ! 
actions  ironically  “brought  more  attention  to  ' 

something  they  didn't  want  people  to  see.  I  | 

thought  of  writing  them  a  letter  saying,  ‘Don’t  I 
put  it  back  for  a  while!”'  — DaveAstor  \ 

_ _ _ ^1 

www.editorandpublisher.com 


©2001  AARON  MC  GRUDER/UNITCD  PRESS  SYNDICATE 


AVAILABLE  NOW! 


THE  NEW  2002 
EDITOR&PUBLISHER 
MARKET  GUIDE 

With  the  Exclusive 
E&P  Better  Living  Index! 


hv 


For  decades  marketers  have  used  the  E&P  MARKET  GUIDE  as  a  planning 
tool  and  relied  on  the  demographic  and  economic  tables  to  provide  actuals 
and  remarkably  accurate  annual  projections. 

Plus,  the  MARKET  GUIDE  is  a  highly  recommended  source  of  relocation 
data  with  its  market  profiles  and  quality  of  life  indices.  It  is  this  unique  com¬ 
bination  of  quantitative  and  qualitative  data  that  provides  such  a  uniquely 
accurate  description  of  community  life. 

Now.  in  our  78th  anniversary  printing,  the  MARKET  GUIDE  offers 
newly  updated  data  in  both  areas  to  enhance  your  research  needs! 

Relocation  info  indudes  rankings  of  quality  of  life  data  induding: 

•  Cosl  of  Living  Index 

•  Crime  Index 

•  And  overall  BETTER  LIVISG  ISDEX! 


Demographic  data  includes: 

•  Graduation  Levels 

*  Housing  and  Rental  Rates 

Now  Population  Forecasts  are 
projected  out  5  YEARS  to  2007! 

All  the  market  data  for  Canada  is  in 
one  convenient  section! 

PLUS  ... 

...  these  regular  features;  Population  by  Age.  Ethnic 
Breakdowns,  Number  of  Households,  Income  per 


MARKET 


Household  and  per  Capita, 

Principal  Industries,  Chain  Outlets,  Retail 
Outlets,  Location  of  Markets,  Newspapers 
Serving  the  Market,  Retail  Sales  Data,  and  much,  much 
more! 


It's  the  only  source  of  valuable,  descriptive  information  for  MSA  and 
non-MSA  markets  in  the  US.  and  Canada  ...  plus  critical  market  data  for 
more  than  1,600  cities  and  all  3.141  US.  counties. 

Pf3ICIN(i 

The  E&P  MARKET  GUIDE  is  just  $150  plus  $15  shipping/handling .  (CA. 

DC.  FL.  IL,  MA.  MD,  NJ,  NT.  OH  and  TX  residents  please 
add  appropriate  sales  tax.  Canada  residents  please  add 
GST.) 


2002 


ORDER  TOD.W! 

Please  send  payment  to: 

EDITOR  &  PUBLISHER  DIRECTORIES 
770  Broadway,  New  York.  NY  10003 

Or  call  (888)  612-7095 

EDITORefPUBLISHER 


graph  photographer,  were  dragged  out  of 
their  hotel  rooms  in  Quetta,  Pakistan,  at 
2  a.m.  on  Nov.  9  by  seven  ISI  officers  and 
sent  back  to  Britain  needs  to  be  told  to 
American  readers. 

Four  mfiinline  English- 
language  newspapers  in 
Pakistan  —  Daxrni,  the 
Frontier  Post,  and  The  News 
International,  all  in  Karachi, 
as  well  as  The  Nation  in 
Islamabad  —  published  stories 
about  Lamb’s  forced  departure 
that  read  as  if  they  were  dictated 
by  the  intelligence  agents 
who  arrested  her. 

What  did  Lamb  do? 

She  reported  that  officials  in  the  ISI  — 
the  Pakistan  version  of  the  CIA  —  were 
smuggling  weapons  to  the  Taliban  in 
Afghanistan.  What  did  the  ISI  agents  say 
she  did?  They  claimed  Lamb  and  Sutcliffe 
bought  airline  tickets  as  “O.B.  Laden”  in  a 
plot  to  prove  he  was  hiding  out  in  Pakistan. 

Lamb  said  the  travel  agent  refused  to 
book  their  tickets  in  their  own  names.  So 
they  told  him  to  identify  them  as  “O.B. 
Laden.”  He  did  —  and  then  called  the 
intelligence  cops  down  on  them. 

The  fearless  American  media  have 


hardly  been  leading  the  charge  to 
support  their  British  press  ally  — 
worried  perhaps  that  their  correspon- 
1  dents  might  be  shipped  out.  That  fear 
was  given  legs  when  The  Nation  disclosed 
the  local  spy  network  had 
intensified  scrutiny  of 
journalists. 

“The  government  had ... 
tightened  the  surveillance  of 
foreign  journalists  after  Ms. 
Lamb’s  episode  to  malign  Pak¬ 
istan  through  fake  travel  docu¬ 
ments  in  the  name  of  Osama 
bin  Laden,”  The  Nation  said. 

Not  that  correspondents  are 
ever  out  of  sight  or  out  of  mind, 
i  “The  phones  are  all  tapped  at  the  hotels,” 

I  Lamb  said.  “An  extremely  high  British 
I  official  said  one  of  the  prime  e-mail  services 
j  is  owned  by  the  Army.  All  the  hotel  drivers 
;  report  back  to  the  ISI  intelligence  agents, 
j  and  the  places  you  go  to  are  the  places  that 
i  the  government  wants  you  to  go  to.” 

And  it’s  not  very  safe  for  sources, 
j  “People  who  came  to  my  hotel  said 

intelligence  agents  asked  them  why  they 
spoke  to  me  and  what  we  talked  about,” 
Lamb  recalled.  “You  feel  you  compromise 
people  by  seeing  them.” 


Now  Lamb  wants  some  Pakistani  news  ! 
outlets  to  pay  for  maligning  her.  So  last  ! 
j  week  the  Sunday  Telegraph’s  lawyers  filed  j 
!  libel  suits  in  Britain  against  Dawn,  the  I 

f  Frontier  Post,  The  News  International,  The  1 1 
Nation,  and  News  Network  International,  i  j 
the  Pakistani  wire  service.  Lamb’s  paper  is  j  | 
demanding  that  they  retract  their  stories  j  | 
on  her  arrest  and  apologize. 

“Not  one  Pakistani  reporter  called  me  to  j 
get  my  side,”  Lamb  said.  “I  wasn’t  exactly  | 

hiding.  I  was  staying  in  the  main  hotel.  I  ! 

am  pretty  well-known  in  this  country'.”  j 

Ah,  that  old  Brit  understatement.  ! 

Lamb,  35,  who  is  married  to  free-lance  i ! 

!  1 

journalist  Paulo  D’Anunciacao  and  has  a  i ! 
2-year-old  son,  has  covered  Afghanistan  j  j 
and  Pakistan  for  almost  15  years.  Her 
dispatches  have  won  her  governmental  ;  i 
enmity,  and  her  1992  book,  “Waiting  for  j  i 
Allah;  Pakistan’s  Struggle  for  Democracy,”  is  |  j 
not  a  favorite  of  Islamabad  officials.  | 

The  only  ones  upset  by  Lamb’s  depor-  ! 

tation,  aside  from  her  newspaper,  are  the 
U.K.  Foreign  Office,  the  British  press  corps,  [  | 
and  the  Committee  to  Protect  Journalists  ! ! 

(CPJ),  which  exposes  press-fimlom 
abuses.  “What  the  Pakistani  government  I 
did  was  outrageous,”  said  Kavita  Menon,  ! 

head  of  CPJ’s  Asian  program.  i  | 

And  Lamb  learned  why.  “I  asked  an  i  j 

editor  in  Pakistan  who  is  a  good  friend  of  i  | 

mine  why  the  papers  printed  all  those  lies  !  l 
about  me  and  he  said,  You  know  how  it  |  j 
works  —  the  intelligence  people  plant  ! ' 

things  and  then  we  have  to  publish  them.  | ! 

And  I  said,  Why  do  you  have  to?’ And  he  li 
I  said,  ‘Otherwise,  we  will  be  shut  down.’  ”  I  i 
It  is  an  open  secret  that  many  journalists  | ' 

,  in  Pakistan  hold  down  sidejobs  with  the  || 
I  government,  including  the  ISI.  “Nobody,  |  i 
1  unless  they  are  incredibly  connected,  would  j  | 

1  be  a  journalist  in  Pakistan  because  you  ^ 

!  wouldn’t  be  able  to  look  after  your  family,”  1  i 
Lamb  said.  “Some  journalists  are  particu-  i 
I  larly  known  to  be  linked  to  the  ISI.” 

Masood  Haider,  an  American  correspon-  1 1 
dent  for  Dawn,  confirmed  that.  “My  news-  1 1 
paper  is  scrupulous,”  said  Haider.  “But  Ms.  i 
Lamb’s  right.  Some  newspaper  journalists  i ! 

j  are  known  to  be  in  the  pay  of  the  intelli-  | 

I  gence  agency.  It  is  the  normal  scheme  of  I 
I  things  in  Pakistan.  Reporters  are  paid  very 
j  poorly.  Some  of  them  don’t  get  paid  at  all.”  j 
Pakistani  newspapers:  Not  good  places  to  I 
get  any  truth-telling  done.  II  1 
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Ethics  Comer 

THE  SECRET  SERVICE 

I  Some  in  Pakistan’s  press  seen  as  in  the  pay  of  the  local  spooks 


IT  IS  7  P.M.  ON  Saturday,  Dec.  1,  in  the  London  Sunday 
Telegraph  newsroom,  and  Christina  Lamb,  one  of  Britain’s 
most  celebrated  foreign  correspondents,  is  hatching  a 
scheme  to  outsmart  the  Pakistani  Inter-Services  Intelli¬ 
gence  (ISI)  agents  who  threw  her  out  of  their  country. 

“I  want  to  cover  the  fighting  in  southern  Afghanistan,”  Lamb 
explains  by  telephone.  “The  fastest  way  is  through  Pakistan,  but  I 
the  Pakistani  embassy  said  I’d  be  arrested  if  I  flew  back  there.” 
Lamb  left  London  the  next  day,  her  route  a  secret. 

But  the  full  story  of  why  she  and  Justin  Sutcliffe,  a  Sunday  Tele- 
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ATTENTION  EXHIBITORS! 

It's  Almost  Show  Time. 

It's  also  budget  time  and  the  bottom  line  means  maximizing  every  dime  spent. 

So  which  Newspaper  show  provides  the  best  prospects, 

qualified  leads  and  decision-makers? 

Line  by  line,  there's  no  comparison  if  you  ask  past  INC  show-goers  ... 


“The  INC  is  not  only  well-organized  and  operationally  easier  than  most  of  the  other 
shows  we  attend,  it  also  puts  us  in  front  of  a  large  number  of  prospects!” 

Morgan  Wells,  Marketing  Manager  -  Infinet 


“The  INC  is  one  of  our  must-attend  trade  shows  each 
year.  Vie  get  to  meet  with  the  people  we  want  to 
meet  -  the  decision  makers  -  and  always  come  out 
of  the  show  with  a  good  number  of  qualified  leads. 

Vie've  already  signed  up  for  2002!" 

Jeff  Nelson,  VP  of  Sales  &  Marketing  -  Cold  North  Wind 

"  .  .  our  booth  was  buzzing  the  whole  show!  We  signed  clients  on  the  spot  for  sites  that 
now  offer  rich  content.  The  (INC)  conference  provided  us  with  the  venue  to  connect  the 
right  products  with  the  right  people. " 

Deb  Dreyfuss-Tuchman,  VP  Business  Development/Affiliate  Sales  -  Videoaxs 


y^^DITOREffPUBLISHER's  13th  Annual 

^INTERACTIVE 
^  NEWSPAPERS 


2002  Conference  &  Trade  Show 

February  6-9,  2002  —  San  Jose,  CA 


Contact  your  Editor  &  Publisher  Sales  Representative  today  to  reserve  your  sponsorship  or  booth  space  for 
The  13th  Annual  E&P  Interactive  Newspapers  Conference  in  San  Jose,  CaUfomia. 


SOUTHEAST  NORTHEASTERN  US/CANADA  MIDWEST 

Betsy  Maloney  Howard  Flood  Derek  Hamilton 

Associate  Ad  Director  Account  Executive  Account  Executive 

301-656-5712  646-654-5122  (312)  583-5522 


WESTERN  US/CANADA 

Jill  Martin 
Account  Executive 
(831)  625-6902 


Or  call  the  Conference  Hotline  (888)  536-8536  for  additional  information. 
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"TovimNevirs.com  SWAT  delivers  the  most  revoRue 
^  in  the  ieast  time...They  cracked  the  code." 

-  Mark  Contreras,  Senior  Vice  President 
“  Pulitzer  Newspapers,  Inc. 


"Easiest  seiiing  we  ever  did. 
and  it  was  aii  new  doiiars!" 

-  Dave  leone,  CEO  &  Publisher 
Imperial  Valley  PresSiE  Centro,  CA 


"They’re  newspaper  peopie, 
so  they  know  what  we  need." 

J5,  -  Bill  lynch.  Publisher 

Sonoma  Index-Tribune,  Sonoma,  CA 


"When  we  use  TownNews.com’s  SWAT  Team 
it  means  instant  revenue." 

-  Cary  Blackburn,  Publisher 
Princeton  Daily  Clarion,  Princeton,  IN 


Get  revenue  fast,  without  risk. 

The  reviews  are  in!  When  it 
comes  to  wringing  new  revenue 
from  community  newspaper  Web 
sites,  the  TownNews.com  SWAT 
Team  has  the  formula.  Call 
TownNews.com  to  find  out  about 
their  no-risk  plan  to  turn  on  the 
revenue  from  your  paper's  online 
edition. 

If  your  current  online  sales 
effort  isn't  delivering  new  revenue, 
the  TownNews.com  SWAT  Team 
can.  To  get  the  revenue  started, 
call  toll  free.  1-800-293-9576. 


TOWIlN0mB.COM 


Online  solutions.  Bottom  line  results.’ 


309-743-0800  •  800-293-9576 
1521  47th  Ave.,  Moline,  IL  61265 


406-837-51 71  •  800-579-6397 
P.O.  Box  1 744,  Bigfork,  MT  5991 1 


Operated  by  International  Newspaper  Network,  L.L.C. 


